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This headline is not just a trick claim to induce you to read further. It’s a 


proved fact ... proved day-in and day-out by candy manufacturers everywhere! ee = ho Ane 
COFFEE FORTE actually cuts coffee costs in half, yet gives candies a rich, cup-of- & Hard Candies 


coffee aroma, as well as the full-bodied flavor that creates repeat sales! You save 
50% because COFFEE FORTE is double-strength! You'd actually need twice as Ph ayy Sa 
much pure dry instantly soluble coffee to build up the same degree of flavor. Yet FRUIT FLAVORS 


P : s _ COFFEE FORTE 
COFFEE FORTE costs no more! Write, wire, phone. . . we'll tell you all about it! 


AMERICAN FOOD LABORATORIES, Inc. 
860 Atlantic Avenue, Brooklyn 38, N. Y. 


1442 Flower St., Glendale 1, Calif. @ Philadelphia @ Baltimore @ Detroit @ Chicago @ San Francisco 
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...a@ new wholesome 
food ingredient! 


Tue Bic NEws about sorbitol is the 
added values it gives to candy. Because 
it is a true humectant, sorbitol improves 
the keeping qualities of grained and 
cast marshmallows . . . cast creams... 
fudge .. . nougats . . . coconut creams 
and others. It helps to make white 
centers whiter, caramels tastier, frappes 
lighter. 


Candy reaches the consumer in better 
condition because sorbitol helps to 
retain softness and texture longer. It 
enables the manufacturer to make 
weekend holdovers in starch molds. 
Sorbitol also enables manufacturers to 
make high quality products that will 
retain their quality for the seasonal 
trade even though such products must 
be made in advance. 


Sorbitol is a nutritive, functional food 
ingredient. Found naturally in a wide 
variety of fruits, berries and plants, 
sorbitol is made by Atlas from refined 
corn, cane and beet sugars. Write for 
the new 22-page book “Sorbitol In 
Confections’’. 


FOOD 
INDUSTRY 
DIVISION 
CHEMICALS DEPARTMENT 


ATLAS POWDER COMPANY — ATLAS POWDER CO., CANADA, LTD. 
WILMINGTON 99, DELAWARE BRANTFORD, CANADA 
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APPLE APRICOT BANANA 





Fritzbro hosed” Imitation are the practical candy makers idea of all-around 
flavor perfection—a group of skillfully balanced fruit extractives combined with 
both natural and artificial fortifying agents to produce concentrated true-fruit effects 


of unsurpassed fidelity. The flavors in this group are the result of long research based 


upon careful scientific study of the various components of the natural fruits. Each 


flavor represents a happy compromise between the strictly true-fruit and the syn- 


thetic varieties of flavors. For complete listing of the available flavors and sug- 


gestions for their use, write 
us for FREE Flavor Data 
Sheet which fully describes 
this most popular group of 


fine candy flavors.~ 


) Page 4 


FRITZSCHE ~~ ~ B 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW 1, I. 11, N. prs 





BRANCH OFFICES and *STOCKS: Atlanta, Georgia, Boston, Massachusetts, *Chicago, Ulinois, Cincinnati, 
Obio, Cleveland, Obio, “Los Angeles, California, Philadelphia, Pennsylvania, San Francisco, California, 
St. Louis, Missouri, *Toronto, Canada and * Mexico, D. F. FACTORY: Clifton, N. J. 
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@ The Candy Manufacturing Center of the World 





A Simple Procedure for Determining Cook Temperature with 
Vacuum, in Open Kettles and Under Pressure..Arne H. Gudheim 23 


Packing from the Belt at Johnston’s.............. Stanley Allured 36 
Confectionery Sales and Distribution........................... 40 
The Manufacturing Retailer 

A Well Designed Candy Shop.................. Stanley Allured 55 
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ED Sin Sieve ken ckee 62 Advertisers’ Index........... 70 
COVER: This scene from the Robert A. Johnston factory shows clearly 


the unusual type of enrobing procedure used. The patterns 
of candy, which are marked, are packed directly from the 
tunnel belt into packages. For the full story on this interesting 
development, see page 36. 
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A Textbook on 
Candy Making 


by Alfred E. Leighton 


Here is a textbook where the 
reader can learn the basic 
fundamentals of candy mak- 
ing, the “how” and “why” of 
the various operations in non- 
technical terms. Particular at- 
tention is given to the func- 
tion of raw materials, and 
why each is included in a 
formula. 


Profits Through Cost 
Control for 
Manufacturing 
Confectioners 


by Frank Buese and 
Eric Weissenburger 


This booklet deals with the 
problems of cost control in 
candy plants, including plan- 
ning for profit, controlling 
material costs, labor costs, 
distribution costs and over- 
head costs. The emphasis is 
on planning operations so 
that a profit will be made, 
and in detecting those factors 
which will adversely affect 
profit before they can seri- 
ously cut the planned profit. 











Directory Division 

The Manufacturing Confectioner 
Publishing Company 

418 N. Austin Blvd., Oak Park, Ill. 


Enclosed find my check........ to cover 
the cost of 


C—O A Textbook on Candy Making 
$6.00 


(0 Profits Through Cost Control 
$2.00 


| ae . ee 
PE chive cba hws ss donee etaes we 
SE haces bok gona aietny hgh ak Kin ee oud 
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WHICH FLAVORS ARE YOU LOOKING FOR? 












JUST CHECK THIS LIST 









* GRAPE © RASPBERRY 

* GRENADINE * ROOT BEER 

° LEMON ° RUM 
° ALMOND * CARAMEL ° LIME ¢ RUM & BUTTER 
© ANISE ° CHERRY ° MAPLE  SARSAPARILLA 
© APPLE * CINNAMON * ORANGE ° STRAWBERRY 
° APRICOT * CLOVE ° PEACH ¢ TUTTI FRUTTI 
° BANANA * COCOANUT * PEPPERMINT ° VANILLA 
° BLACKBERRY ° COFFEE ° PINEAPPLE © WALNUT 
° BRANDY * COGNAC ° PISTACHIO ¢ WINTERGREEN 
° BUTTER 
° BUTTERSCOTCH 
¢ BUTTER-VANILLA eee OMENS 

CHEMICAL COMPANY, INC 
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During the last war only the most necessary things reached 


the Front. The Military recognized candy as a vital nourish- 
ment and shipped it around the world, in food rations, to 
their fighting men. 


REMEMBER THIS ABOUT CANDY! 


for finest quality and best results . . . 


“* ANHEUSER-BUSCH 
-woueme.° STARCHES 
sar “we.. CORN SYRUPS 





ANHEUSER-BUSCH, INC. « CORN PRODUCTS DEPARTMENT « ST. LOUIS, MO. 
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Dark and Light Chocolate 
in One Mixer 


Only Stehling offers you a 
2-COMPARTMENT MIXER 


A vertical center partition divides the Stehling 
2-compartment chocolate mixer. Each compart- 
ment has separate agitators. 


Users work dark chocolate in one compartment, 
light chocolate in the other; or melt and mix in 
one while drawing off the other. 


One mixer does the work of two, with superior 
mixing action that no other mixer gives you. In 
capacities from 3000 Ibs. to 15,000 Ibs. for each 
compartment. 


Write for details today. 


CHAS H. STERLING CO. 


1303 N. FOURTH STREET - MILWAUKEE 12, WISC. 


Factory Representative: R. S. and G. B. Hislop 
1517 Grange Ave., Racine, Wisc. 














MERCKENS CHOCOLATE COMPANY, INC. 


155 Great Arrow Avenue, Buffalo 7, New York 


BRANCHES AND WAREHOUSE STOCKS IN 
BOSTON, NEW YORK, CHICAGO, LOS ANGELES, OAKLAND, SALT LAKE CITY, SEATTLE 


Visit our display at the 
PHILADELPHIA CANDY SHOW 
Benjamin Franklin Hotel, Room 423 
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@ READ WHEREVER CANDY IS MADE CAC 












2692 periodicals and newspapers in 
the United States and Canada can 
proudly display the A.B.C. insigne 
on their mastheads. It means, “We're 
members of the Audit Bureau of 
Circulations!” 


369 specialized business publica- 
tions currently are qualified under 
A.B.C.’s high standards to carry the 
Hallmark of Circulation Value. Only 
these business publications can offer 


@ MEANS ‘“‘MEMBER OF A.B. 


Nonprofit A.B.C. is unique in or- 
ganization. The Bureau’s 3575 mem- 
bers pay all costs and elect twenty- 
seven Directors to guide Bureau 
policy. Yet publisher members, 
paying 91.5% of total expense, give 
the majority voice in A.B.C. affairs 
to the four advertising agency and 
eleven advertiser directors who rep- 
resent buyers of space. 


@ THIS INSIGNE ON 2692 MASTHEADS... 


advertisers A.B.C. audited, paid cir- 
culation (indication of voluntary 
reader endorsement and resulting 
advertising value). Like all A.B.C. 
publisher members, they are pledged 
to keep true and correct records of 
circulation; to open all books and 
records for scrutiny by one or more 
of A.B.C.’s 65 trained circulation 
field auditors. 


For forty years the Audit Bureau 
of Circulations has been a voluntary, 
cooperative bureau of circulation 
standards serving advertisers, adver- 
tising agencies and publishers. Be- 
fore 1914, no independent circula- 
tion yardstick existed; in 1954 there 


is no stricter test of circulation value 
than A.B.C. membership. 


@ PROCLAIMS FACTS, NOT OPINIONS! 


A.B.C. rules, bylaws and procedures 
have one purpose . . . the deter- 
mination of net paid circulation 
facts for buyers and sellers of ad- 
vertising. Upon this basis A.B.C. 
issues standardized statements of the 
circulation of publisher members, 













subscribers in arrears? @® What’s the 


@ A.B.C. PROBES IN DEPTH! 


Every business publication A.B.C. Audit Report is 
packed with audited answers to such important 
questions as: © How much net paid circulation? 

@ How much unpaid distribution © What are 
the businesses and occupations of the subscribers? 

® Where are subscribers located? © What do subscrib- 
ers pay? ® Are premiums used to get subscribers? @ Are 


verifies the figures shown in these 
statements by auditor’s examination, 
and disseminates circulation data. 
A.B.C. functions solely where accur- 
ate audits are possible; its reports 
contain no opinions or conclusions. 








, 
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renewal percentage? 




















@ THE READER Is BOSS! 














The A.B.C. insigne is evidence that 
to the editor of an A.B.C. business 
publication, the reader is boss. To 
attract new subscribers, to produce 
renewals in good measure, the editor 
must give readers the benefits of 
steadily improved editorial value. 

The editor knows that a Bureau 
field auditor will call every year... 
to inventory subscriber response and 


Advertisers to industry, merchan- 
dising firms, institutions and pro- 
fessions seek interested buyers in 
specific markets for their goods and 
services. 

Every paragraph in an A.B.C. 
business publication report gives 
such advertisers data valuable for 
the intelligent application of media 
to their chosen markets. Paragraph 


A.B.C. membership brings to busi- 
ness publishers a solid source of 
exact circulation counts that meet 
impartial, generally accepted stand- 
ards. A.B.C. business publications 
thus win the attention and confi- 
dence of advertisers and agencies. 

Publishers benefit in many other 















to sum up the solid numerical facts 
about the circulation progress of his 
publication. 

And, when an editor studies his 
A.B.C. audit report, he finds verified 
data that tells him whether or not 
he has earned the cash ballots—paid 
subscriptions and paid renewals — 
that reward editorial initiative and 
leadership. 


@ THE ADVERTISER BENEFITS! 


10, telling them the business or oc- 
cupation of a publication’s sub- 
scribers, exemplifies the revealing 
A.B.C.-audited facts they need to 
build sound marketing plans, or 
create productive copy appeals. Be- 
cause A.B.C. exists, specialized ad- 
vertising appeals can go to clearly 
identified markets, through audited, 
paid circulation. 


@ THE PUBLISHER IMPROVES HIS PRODUCT! 


ways from known A.B.C.-audited 
circulation. They can set equitable 
rates. They can identify the cir- 
culation characteristics that make 
their publication distinctive; build 
the type of audited, paid circula- 
tion their advertisers want. 


@ A. B.C. STRENGTHENS A FREE PRESS! 


The Bureau is our outstanding ex- 
ample of business self-regulation by 
buyers and sellers under free enter- 
prise. A.B.C.’s known standards 
and factual reports have changed 
publication advertising from specu- 
lative adventure to scientific invest- 
ment in sales. Subscribers who pay 





to read, together with business men 
who invest in advertising help to 
bring to American and Canadian 
publications the income that keeps 
them free;—self-reliant contribut- 
ors to our industrial growth and 
high living standards. 






















A.B. C. FACTS MEASURE 
ADVERTISING VALUE 
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AUDIT BUREAU OF CIRCULATIONS 


23 North Wacker Drive 6, Illinois 


1914 AB.C. 1954 


GUARDIAN OF CIRCULATION INTEGRITY FOR 40 YEARS 


























Talk about service—we even help you plan 
ahead!” exclaims your Flo-Sweet Engineer. “That's 
why, when you use Flo-Sweet, you get greater sat- 
isfaction at every step. From the time you first con- 


FORMULA CONVERSION 
Flo-Sweet specialists readily 
convert your present dry sugar 
formulas to liquid. 


sider liquid sugar, during equipment layout and 
installation, up through carefully timed deliveries — 
the Flo-Sweet technical staff is at your service. Here 
are six important ways they can help you save.” 


RESEARCH 

Flo-Sweet laboratory technicians 
have long experience in 

helping customers solve 
problems involving sugar. 





SUGAR SYSTEM LAYOUT 


Flo-Sweet engineers’ quarter 
century’s experience with 
liquid sugar systems saves 
you time and expense. 


STORAGE 

Flo-Sweet’s huge storage 
facilities free you from carrying 
costly sugar inventories. 








SPECIAL EQUIPMENT 


Design and installation 

of special sugar handling and 
processing equipment are routine 
procedures for Flo-Sweet engineers. 


DELIVERIES 

Flo-Sweet has set the pace 
for the industry in prompt 
liquid sugar deliveries. 


There’s excitement and drama in the history of liquid 
sugar! Get the inside story in “Pursuit of an Idea”— 
write for your free copy today. 








Distributed from Yonkers . Pittsburgh . Toledo . Detroit 


REFINED SYRUPS & SUGARS, Inc. 
YONKERS, NEW YORK 


USERS EXCLUSIVELY 
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THERE'S cLesiqyr FLAVOR! 


} ALVA quality controlled flavors are designed not only 
for the finest in flavor... they are technically planned 
A in the ALVA laboratories to be fool-proof and practical 
throughout the manvufacturer’s processes and the 
4 shelf-life of your candy. 


ALVA quality controlled flavors are designed right to 
4 taste best. 


Vil 


¢LAVo = 


VAN AMERINGEN-HAEBLER, INC. 


521 WEST 57th STREET, NEW YORK 19, N. Y. 
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let's talk Citric! 
orders...small, medium, large 
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@ It may be your requirements for citric 
run into carload quantities. Or, if you use 
citric only occasionally, they may be small. 
Whatever your needs are, there’s a type 
and a container size ready to be dispatched 
post-haste to your plant. 

Pfizer Citric Acid U.S.P. Anhydrous... 
“with the water squeezed out’’...comes in 
these mesh sizes: granular, fine granular, 


dispatched promptly! 


powder. Packed in 25, 50, 100, 225, 250 lb. 
drums, and 100 lb. bags (5 bag min.). 

Pfizer Citric Acid U.S.P. Hydrous is 
available in these mesh sizes: granular, fine 
granular, fine granular xx (for confec- 
tionery use), powder. Packaged in 25, 50, 
100, 200 and 220 lb. drums. 

If your demands are small, medium or 
large ... order Citric from Pfizer today! 





CHAS. PFIZER & CO., INC. 


630 Flushing Ave., Brooklyn 6, N. Y. 
Branch Offices: Chicago, IIl.; San Francisco, Calif.; 
Vernon, Calif.; Atlanta, Ga. 


Manufacturing Chemists for Over 100 Years 





Other Pfizer Products for the Candy Industry: Cream of Tartar, Tartaric Acid, Vitamins 
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S Open their eyes... and 


Here's your formula 


10 Ibs. sugar 
10 Ibs. glucose 
5 oz. pectin 
2 #10 tins apricot pulp 
3 qts. water 
Vanilla flavor — green or red color as 
desired 
5 Ibs. Nonpareil almonds, 20/22 or 
23/25, roasted 


Mix dry the sugar and pectin, add three 
quarts of water. Bring batch to boil, 
add glucose (which already has been 
brought to a boil in another kettle), add 
apricot pulp slowly, continue cooking 
and stirring at all times. Cook to 222 to 
224 degrees or test to good string. 

Drop almonds in starch moulds of de- 
sired size. Run batch by funnel or de- 
positor,.if available, over the almonds 
in the starch moulds. Sieve the jelly 
with starch when batch is run. Allow to 
set for two days. Remove from starch, 
steam and sugar jellies as desired. 
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MADE WITH BLUE DIAMOND ALMONDS 


When a candy looks as good as these Almond Jellies, people 
are usually eager to try it. Because it’s an almond candy 
they know it will taste as good as it looks. That's the “sales 
plus” you get when you offer almond candies. 


You get another “plus” when the almonds you choose are 
California’s finest Blue Diamonds. Assured supply and uni- 
form quality minimize your own in-plant handling costs. 
Blue Diamond Almonds are double-sorted (by hand and 
photo-electric eye), free from dust and bitters, with con- 
trolled minimum moisture content. For samples, prices, and 
free formula booklet, write on company letterhead. 


CALIFORNIA ALMOND GROWERS EXCHANGE 
Sacramento, California 
SALES OFFICES: 100 Hudson St., New York 13, and 
549 W. Randolph St., Chicago 6 














Exchange Brand is the 4-to-1 favorite over all 
other lemon oils combined ! 


Year after year, Exchange Brand quality 
proves itself in sales. That’s because Exchange 
Lemon Oil comes only from California lemons 
grown and skillfully processed by Sunkist 
Growers. 


When a little lemon oil goes so far, why 
risk buying anything but the best? 


Sunkist Growers 


PRODUCTS DEPARTMENT + ONTARIO, CALIFORNIA 


Produced by 
Exchange Lemon Products Co. * Corona, California 


Distributed in the U. S. exclusively by 
DODGE & OLCOTT, INC. 
180 Varick St., New York 14, N. Y. 
FRITZSCHE BROTHERS, INC. 
76 Ninth Ave., New York 11, N. Y. 
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Here’s what you've been waiting for! 
INFORMATION ON CONFECTIONERY COATINGS 


. . . their handling . . . their composition 


COVERING THESE 
TIMELY SUBJECTS: 


page 
All-Season Adaptability ................ 6 
Which Hard Butter to Use............. 6 
Temperature Characteristics ........... 7 


Enrobing Temperatures and Procedures 8-10 





EE SG ens vigeivssyeeecs 12-13 
Liquor-Type Coatings ...............-. 14 
Chocolate-Type Coatings .............. 15 
Colored Coatings ............ rgtho pe 16-17 
Off-Flavors, Rancidity, Odors, 

Moisture, Anti-Oxidants ........... 18-19 
Enriched Sweet Chocolate.............. 23 


Know-how . . . experience . . . research facilities .. . 

these are the keys to E. F. DREW & CO.’s dominance in the Dark Liquor Cocoa and Vegetable 

field of specialized vegetable fats for confectionery coatings. Butter Coatings ...........-++.+++:. 24 
All major developments on hard fats have come from E. F. 

DREW laboratories. Look to the established leader for future Eawlsifiers in U. 5. Quartermaster 


Ric cud abcuutvedeensaasten 25 
developments. oatings 


: 9) 
And for help and the iatest information on handling specific ee Cocama COmtingy.«.+2-2-seseoseeess ” 


confectionery coatings, consult your chocolate manufacturer. 


Baker’s Coatings and Icings........... 27-28 
You can profit by his skilled advice. 





E. F. DREW & CO., Inc. 
15 E. 26th St., New York 10, N. Y. 


DREW | 


PRODUCTS f/ 


Gentlemen: 





Please send me my FREE copy of “Handling and Composition of CON- 


EDIBLE OILS DIVISION FECTIONERY COATINGS.” 


E. F. DREW . CO., Inc. avg eo erry cee Hee Pe oe be ee MCG oc eee cae ee 


ee ee ee ee 


~ 
o 
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15 E. 967TH STREET Address eo ceecersreseeesoseseeesseve TReEEEREEEELELE EY eeccccece eevee 
NEW YORK 10, N. Y. Re chakels oe tsiveles kee sae ced abe Sawee es Ee eee 
(C0 Also send me all future technical bulletins. 
CHICAGO * BOSTON * PHILADELPHIA MC 
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Mr. Richmond’s first book, Candy Produc- 
tion, Methods and Formulas, is the most in- 
formative and up-to-date reference for the 
wholesale candy manufacturer. This book, 
published five years ago and now almost out 
of print, was the most successful book ever 
published for the candy manufacturer. 


Choice Confections 
by Walter Richmond 


Choice Confections fills a long felt need for a book written 
primarily for the manufacturing retailer. The 365 formulas are 
given in two batch sizes, one for hand work, and one for ma- 
chine work. There are separate instructions for working each 
sized batch, with suggestions as to the methods of coloring 
and flavoring for variety. A glossary is included, both of candy 
terms and chemical terms that candy men are apt to run into. 
All of the formulas are cross indexed for ready reference, and 
are grouped in chapters for convenience. A complete chapter 
is presented on chocolate, giving the information that is neces- 
sary to have in order to buy coatings intelligently and use them 
to the best advantage. 

All manufacturing retailers will welcome this book as an in- 
dispensable tool in varying old formulas and developing new 
ones. All 365 formulas have been production tested and are 
proven sellers. 

Mr. Richmond is at present director of quality control at 
Norriss Candy Company in Atlanta, Georgia. During the past 
forty years he has worked in some of the largest and finest 
candy plants in this country, both wholesale and retail. His 
experience is available to every retail candy plant in the world 
for only $7.50 (pre-publication price ). 

Order your copy now. It will be shipped as soon as it is 
published, in about one month. 





BOOK ORDER USE THIS ORDER FORM 
The Manufacturing Confectioner Pub. Co. 
a Ne a Ce el ois wlalewn onsora Date 


Oak Park, Illinois 


Please send me Mr. Richmond’s new helpful book CxHorce CoNFEcTIONs: 
METHODs AND ForMuzas which contains 365 candy formulas. I am enclosing $7.50. 


ES Siu e Gd Went aatst awed wat Wak ss Vee 800s POGA a wre toa Wem aa so 
IM Ta tricrarar ti, Weg SS tes ae eae Sica WWW pS MN ale 19 9.70 din 56's 0.40 bss iva eo 
Nb cr ree Nerds a aie a eat SOU ae seal tie ca i din ote 6 dup 06 Wis iY ons 
BM ois dowasd dove. Cubem Veemae ead Com Zone. RR aradassaudcaeeen CI 





CONTENTS 


Ingredients and The Uses 
Types of Candies 
Hand Rolled Creams 
Chocolate Coated Cast Creams 
Cordial Fruits 
Cream Coated Bon Bons and 
Wafers 
Almond Paste—Walnut Paste 
—Filbert Paste 
Glazed Butter Goods 
Easter Eggs 
Coconut Candies 
Fudge 
Caramels 
Marshmallow 
Nougat 
Sea Foam or Divinity 
Icing 
Pure Fruit, Pectin and Agar 
Jellies 
Starch Jellies and Turkish 
Paste 
French Chocolate, Puddings 
and Plastic Chocolate 
Hard Candies 
Taffy and Kisses 
Butterscotch 
Almond Butter Crunch 
or Toffee 
Sugar Toasted or Burnt 
Peanuts 
Popcorn in Confections 
Egg Frappé 
Salted Nuts 
Chocolate Coating Methods 
Useful Information 
Glossary 
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FOOD PROCESSORS AGREE: 


Now, when sugar-containing foods and beverages 
need a special “Push” to move them into 
the homes of diet-conscious consumers, 
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does something about it! 


















with POWERFUL CONSUMER ADVERTISING 
That Shows All America How toStay Slimand Trim ~ 
and get Sugar’s “Energy Lift’’ too! 


A consistent, nationwide consumer advertising cam- 
paign featuring full-page, full-color advertisements in 
LIFE Magazine—Plus—big-space advertisements in 
290 local newspapers! 


with New REDUCING DIET Menu Booklet 


Featuring the Safe, Sure Way To Lose Weight 
Without Losing Pep or Giving Up Sugar! 


Endorsed by one of America’s leading Nutritional 
Authorities. It’s Domino’s effort to put SUGAR— 
and sugar-containing foods and beverages—back in 
Reducing Diets ...where they belong! What’s more, it’s 
our effort to help you move your products into the 
homes of diet-conscious consumers. 
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DODGE & OLCOTT, INC. 


A Cherry tart—cherry-vanilla ice cream—cherry cake or 
soda... all different mediums through which the American 
public expresses its liking for a particular flavor. And 
though each product is distinct unto itself... the purchaser 
who asks for CHERRY expects the same, characteristic flavor 
in each—regardless of ingredients and technical problems 
associated with manufacture of the basic product. That's 
why DOLCO CHERRY is one of the most popular flavors from 
this famous D&O Line. Absolute uniformity is guaranteed... 
not only from batch to batch but also from product to product. 
Red or Black type... the same delicious CHERRY flavor will 
be found in any product where DOLCO CHERRY is employed. 
Ask your D&O representative for trial quantities. 


180 Varick Street * New York 14, N. Y. 


Sales Offices in Principal Cities 





Our 156th Year of Service 





ESTABLISHED 1798 
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ESSENTIAL OILS * AROMATIC CHEMICALS + PERFUME BASES + FLAVOR BASES + DRY SOLUBLE SEASONINGS 
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A Simple Procedure for Determining Cook Temperatures 
with Vacuum, in Open Kettles and Under Pressure 


by ARNE R. GUDHEIM, Consultant, The Kontro Company, Petersham, Mass. 


Exrentencep candy makers are aware that 
when it is desired to increase the solids contents of 
confections during cooking or, conversely, to lower 
their moisture contents, it is necessary to raise the 
cook temperature somewhat. Not all, however, un- 
derstand the technological reasons for this or how 
much the temperature should be elevated to increase 
the present solids by a known amount or to lower the 
moisture content by such and such a degree. And, 
indeed, one need not know or understand the reasons 
for this phenomenon to be a successful cooker, pro- 
viding he employs the same formula or formulae 
day-in and day-out and cooks these to the same 
degree irrespective of the season. For example, the 
question has been frequently asked, “Why can't I 
obtain a product with the desired moisture content by 
simply keeping the mixture at a lower temperature 
for a longer period of time?” 

Comparatively few candy manufacturers, likewise, 
seem to understand that the exact temperature at 
which the desired moisture content is obtained is 
influenced to an important degree by the pressure 
existing in the vessel. Neither do they appear to 
realize that the cook temperature can be lowered to 
a considerable extent by operating under a vacuum 
as is the case with the newer and rapid automatic- 
continuous candy making procedures. 

In view of present-day trends toward the develop- 
ment of new and improved candy products, it would 
undoubtedly be of considerable value to confectioners 
from a time-saving standpoint to be able to determine 
almost immediately what the proper cook temperature 
should be for a desired finished solids content. In 
addition, relatively little information seems to be 
available as to what changes in the cook temperature 
should be made when operating under a vacuum or 
how this value should be adjusted when the vacuum 
(sometimes referred to as absolute pressure) must 
be changed for some reason. 

There is little question but that more and more 
vacuum cooking will be practiced in the future and 
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for economic reasons, it may be preferable to employ 
different vacuums in the winter from those used in 
the summer. There are also indications that at certain 
times of the year and under certain conditions, some 
economies can be obtained by using sugars containing 
more than the usual amounts of water. 

Although candy manufacturers along with other 
food producers unquestionably like to standardize 
their formulae and operations, the chances are that 
in the future more technological means will be found 
for varying these without lowering the quality so as 
to effect economies. All such adjustments or modifi- 
cations, however, require that the producer can upon 
short notice make the necessary changes in cook tem- 
perature. 

It is the purpose of this brief paper to show how 
such data can be closely and simply approximated 
from a nomographic chart as well as to explain briefly 
from a practical standpoint the underlying principle 
why the temperature must be increased when it is 
desired to reduce the moisture content of the finished 
product rather than cooking the candy at a lower 
temperature for a longer period of time. To repeat, 
however, it is realized that such information is not 
necessary in cooking operations when the same for- 
mula is handled day-in and day-out. On the other 
hand, a clearer understanding of what the scientifi- 
cally inclined person calls the “physical chemistry” 
of the operation should permit one to appreciate a 
bit better the accuracy required in the temperature 
readings and the fundamental differences underlying 
the cooking under vacuum which will unquestionably 
be a major line of development in the candy industry 
in the future. 

For all practical purposes, candy confections other 
than chocolate goods may be thought of as a mixture 
of sugar or sugars and a small amount of water. So 
far as the relationship between cooked temperature 
and moisture content is concerned, it will be shown 
the nomograph may also be used with such products 
as caramels and toffees even though they contain 
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Assume it is desired to find the absolute (vapor) pressure 
at which a cooker should be operated in order to obtain 
finished candy with 88 percent solids and a final cook 
temperature of 75° C. (165° F.). An extended straight- 
edge is placed at this solids content on scale C-C’ (called 
point 2) and moved up or down until the sum of the values 
on scale B-B’ (called point 1) and scale D-D’ (called point 
3) equals 75° C. (165° F.). This occurs at 58° C. (136.5° 
F.) (point 1) on scale B-B’ and 11° C. (19.9° F.) (point 
3) on scale D-D’, and this shows there would be an 11° C. 
(19.9° F.) boiling point rise and a vapor temperature of 
58° C. (186.5° F.). To determine the absolute (vapor) 
pressure or vacuum under which the cook would have to 
be operated, merely extend the 58° C. value on scale B-B’ 
across to scale A-A’, and this equals 1385 mm Hg (point 4). 
This in turn corresponds to a vacuum of 24.6 inches Hg. 
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moderate amounts of fat, milk solids, and corn syrup. 
Hard candies, on the other hand, are usually simple 
mixtures of cane and beet sugars, invert and/or corn 
syrup with a very small amount of water, and the 
chart likewise works very well with these. 


Most confection cookers who make caramels in 
open vessels, for example, are aware that in order 
to produce a product with, say 91 percent solids and 
9 percent moisture, it is necessary to heat or cook this 
to about 121° C. (250° F.). Although they may not 
be fully aware of it, the pressure existing on the sur- 
face of the mix even though the kettle be covered 
and irrespective of its size, is equal to that of the 
atmosphere. This means that the steam or moisture 
leaving the surface has a temperature of 100° C. 
(212° F.), and this will continue to be the case even 
as the temperature of the candy mixture is increased 
above this point to the 121° C. value. 


Now, let us assume we haven't the slightest idea as 
to what temperature this batch should be cooked to 
in the open kettle, but that we do know the finished 
candy should contain 91 percent solids. This final 
cooked value can be closely approximated by using 
the nomograph on page — which was originally pre- 
pared by Othmer and Silvis for correlating the boiling 
point elevation of cane and beet sugars." 


The foregoing cooking temperature is determined 
by simply connecting the two known or given points 
on the nomograph with a straight edge or ruler as 
follows: 


Since the temperature of the vapor or steam leaving 
the kettle is 100° C. as mentioned above, point one 
(1) is obtained by placing the edge of the ruler at 
the 100° C. mark on line B-B’, connecting this with 
the 91 percent solids value (point 2) on the sloping 
line C-C’, then extending this straight line until it 
intercepts the boiling point elevation line D-D’ ( point 
3). By doing this, it will be found the latter value 
is 21° C. (38° F.) and is termed the boiling point 
elevation of the particular lot of candy. When this 
value is added to the 100° C. vapor temperature in 
the atmospheric pressure kettle, a figure of 121° C. 
is obtained, and this final interpolation of 121° C. 
is almost exactly equal to the actual value of 121° C. 
used commercially. 


In the case of caramels, toffee, fudge, and the like, 
it is somewhat surprising that the actual and cal- 
culated cook temperatures agree as well as has been 
found to be the case, in view of the fact these candies 
usually contain moderate amounts of corn syrup and 
some invert sugar. The latter, for example, increases 
the boiling point elevation considerably more per unit 
weight than does cane and/or beet sugar. As men- 
tioned, however, this has not been found to be of any 
importance from a commercial standpoint, and if it 
were, another line could be included on the nomo- 
graph to compensate for known amounts of invert 
sugar in much the same manner as Othmer and Silvis 
did for the “impurities” in cane and beet sugar. If 
this were done, however, at least one more line 





1 Othmer, Donald F., and Silvis, Salvatore J., “Correlating 
Boiling Point Elevations,” Sugar, 43, No. 7, pp. 28-29, July, 
1948. 
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should be included for the corn syrup, which would 
undoubtedly minimize the usefulness of the nomo- 
graph by making it appear unduly complicated. 

Furthermore, indications are the presence of the 
milk solids, fat, and corn syrup in these type con- 
fections changes the ratio of the sugar to the moisture 
in such a manner as to largely offset the increased 
boiling elevation due to the invert sugar when it is 
present in more than small amounts. 


The important thing, however, is that once a boiling 
point elevation value has been determined with the 
nomograph, the amount the cooked temperature must 
be raised or lowered to increase or decrease the solids 
content can be determined with a high degree of 
accuracy. 

For example, suppose it is desired to determine how 
much the cook temperature should be raised to ob- 
tain 94 percent solids with the same caramel formula 
instead of the 91 percent value just discussed. One 
would simply go through the same straight-edge pro- 
cedure again, keeping its left edge at 100° C. on line 
B-B’ (point 1), letting this intersect the sloping line 
C-C’ at 94 percent solids (point 2), and then cross 
the boiling point elevation line D-D’ at 27° C. (48.5° 
F., point 3) which, when added back to the 100° C. 
water vapor temperature, equals 127° C. (260.5° F.), 
an increase of 6° C. or 10.8° F. This simply means 
that the final cook temperature would have to be 
raised almost exactly 6° C. over the actual cook tem- 
perature corresponding to 91 percent solids to in- 
crease the solids content to 94 percent in an open 
atmospheric kettle. The boiling point elevation, how- 
ever, would be quite different under vacuum as 
would the amount the temperature would have to 
be increased in going from 91 to 94 percent solids. 


Let’s examine another somewhat similar cooking 
operation. This refers to a confection which might 
be described as intermediate between a caramel and a 
fudge. This is composed largely: of corn syrup, some 
cane sugar, milk solids, fat, and cocoa, and the sugar 
and corn syrup are sometimes partially pre-cooked 
separately. When this is done and the mixture 
heated to 104° C. (220° F.) in an open kettle, it 
contains approximately 73.5 percent solids. From a 
commercial standpoint and in spite of the fact the 
mixture has corn syrup containing dextrose as well as 
polysaccharides, the boiling point elevation deter- 
mined by means of the nomograph is in good agree- 
ment with this. For example, by connecting the 100° 
C. point on line B-B’ ( point 1) and 73.5 percent solids 
on line C-C’ (point 2) and extending this to the 
boiling point elevation line D-D’, a value of 6° C. 
(10.8° F.) (point 3), is obtained. This added to the 
100° C. gives 106° C. (222.8° F.), which is consid- 
ered a satisfactory check in this range. 

When the milk solids, fat, cocoa, etc., are added to 
this and it is cooked commercially to 126° C. (260° 
F.), it contains 6.5 percent moisture. Again in spite 
of the complex make-up of this candy, its cook tem- 
perature can be determined with an excellent degree 
of accuracy by using the nomograph included here- 
with. This is done by again extending a straight line 
from the 100° C. mark on line B-B’ (point 1) to the 
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94 percent solids point on line C-C’ (point 2), and 
then intersect the boiling point elevation line D-D’ 
at 27° C. (48.5° F., point 3). When this is added 
to 100° C., it equals 127° C. (260.5° F.), which is 
remarkably close to the actual 126° C. value. 

Now, let’s examine a more complicated problem 
and one in the range where the operation might be 
conducted if vacuum cooking were employed. 

It is desired to bring the same caramel formula as 
discussed earlier out of the cooker at a temperature 
of 93° C. (200° F.) and yet have exactly the same 
91 percent solids content so as to decrease perceptibly 
the subsequent cooling load before wrapping. The 
cook temperature in this case is, therefore, known as 
is the solids content, so the problem is one of deter- 
mining the absolute pressure or vacuum under which 
the cooker must be operated to produce the required 
results. 

What one does in such a case is to fix a straight 
edge at the 91 percent solids mark on the inclined line 
C-C’ (point 2), and then rotate this up or down to 
the points where the sum of the values on line B-B’ 
(point 1) and D-D’ (point 3), equals 93° C.. It may 
be observed this occurs at 76° C. (169° F.) on line 
B-B’ (point 1) and 17° C. (30.6° F.) on line D-D’ 
(point 3). This then means there would be a boiling 
point rise of 17° C. and that the vacuum cooker would 
have to be operated so as to obtain a vapor temper- 
ature of 76° C. As may be seen by extending the 
76° C. mark to the left side of this scale on line 
A-A’, this is equal to an absolute pressure of 300 
mm Hg (point 4) which, in turn, is equal to a vacuum 
of about 18 inches Hg. 

As it has been shown how this nomograph can be 
employed for candy cooks at atmospheric pressure 


and under vacuum (reduced pressure), it seems de- 


sirable to indicate likewise how it can be used with 
cooks carried out under pressure or, conversely, to 
determine what adjustment would have to be made 
in the final temperature when this is done. Such cal- 
culations are becoming more and more important and 
essential in connection with high temperature and 
pressure—short time caramelization procedures de- 
veloped by the author sometime ago. 


Suppose it is necessary to determine the pressure 
in the vessel corresponding to a temperature of 140° 
C. (284° F.) at which it is desired to conduct the 
rapid caramelization and that the pre-mix at this 
stage contains 80 percent solids. Again, a straight 
edge is placed at this solids value on line C-C’ (point 
2) and then moved up or down until the sum of the 
intersected values on lines B-B’ (point 1) and D-D’ 
(point 3) is equal to 140° C. It may be observed 
this occurs at about 129° C. (263° F.) on line B-B’ 
and 11° C. (19.8° F.) on line D-D’. To obtain the 
pressure existing in the caramelizer under these con- 
ditions, one need merely extend the 129° C. point on 
line B-B’ to scale A-A’ and it may be observed this 
occurs at approximately 2,000 mm Hg (point 4), 
which is equal to about 25 p.s.i-g. 


The use of the nomograph for the foregoing in- 
creased pressure—elevated temperature purpose will 
undoubtedly find more and more applications in the 
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future as the advantage of such operations becomes 
more appreciated. 


Now to answer the question of why it is not com- 
mercially feasible to obtain the required moisture at 
lower than usual cook temperatures by simply pro- 
longing the time: Briefly, boiling point may be de- 
scribed as the temperature at which the vapor pres- 
sure of the candy mixture just equals that of the 
atmosphere or that above the kettle when it is under 
pressure. When the temperature is reached at which 
this occurs, the solution is said to boil and it loses 
moisture very, very much faster than was the case 
up to this temperature. However, the loss of moisture 
is so slow up to this, or the boiling, point, one would 
have to extend the cooking time so much as to un- 
questionably cause excessive darkening of the candy 
if attempts were made to cook under such conditions. 
Theoretically, nonetheless, one could cook in this 
manner although a point would probably be reached 
where the candy would actually absorb moisture from 
the atmosphere. 


Because of the phenomenon known as boiling point 
elevation, and perhaps a bit unfortunately, the boil- 
ing point of virtually all candy confections continues 
to increase as the water is removed. Consequently, 
whereas the boiling point may only have been 107° 
C. (225° F.) initially when it contained 25 percent 
moisture, this increases to about 121.5° C. (250° F.) 
as the moisture is lowered to 9 percent; so, to cook 
candy commercially from a time standpoint, one has 
to continuously and rapidly raise the temperature of 
the mix so that its vapor pressure will continue to 
equal that of the atmosphere, or pressure used there- 
with if either is employed. 

Although this nomograph has not been tested to 
any degree with hard candy cooking, there is little 
question but what it can be employed with a high 
degree of accuracy with those formulae containing 
cane and/or beet sugar as well as those having only 
moderate amounts of invert sugars. The chances are 
this is also the case with those mixes containing some 
corn syrup and moderate percentages of invert sugar 
because these two ingredients should tend to have 
compensating influences on the boiling point eleva- 
tion. Again, the commercially significant point to 
bear in mind, however, is that once a set of values 
has been determined in practice, how much the cook 
temperature must be raised up or down to achieve a 
desired change in solids or moisture contents can be 
determined with excellent accuracy irrespective of 
whether the operation be carried out at atmospheric 
pressure or under vacuum. 

The author wishes to express his indebtedness to 
Drs. Othmer and Silvis and the Journal, Sugar, for 
permission to use a portion of their original nomo- 
graph. 


Another paper will be given shortly having to do 
with the viscosity (firmness) of cooked and cooled 
confectionery stocks. Such data is likewise becoming 
more and more important in the proper design and 
performance of continuous and automatic confec- 
tionery processing. 
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and cut costs at the same time 


Battery of DF-1 machines in the plant 


of Deran Confectionery Co., 
Cambridge, Mass. 


Let’s follow a candy bar through a Model DF-1 wrapping machine. On 
the way, you'll see why this high-speed machine makes outstanding wraps 
at lowest cost. 

At the infeed, the bar is placed on a card that is automatically cut and 
scored by the machine’s roll card feed. These scored cards are extra rigid 
— can be made from lighter weight board stock in roll form. Still traveling 
in a straight line, the bar passes into the wrapping and sealing section. 
There, it is enclosed in a rectangular box-type wrapper, cut and formed 
from wrapping material in roll form. End folds are tucked under and 
firmly sealed, so there are no loose ends to jam automatic vending ma- 
chines. Even the most irregular-shaped bar receives an attractive box-type 
wrap, for the wrapping material is formed over breaker bars and tuckers, 
rather than over the product itself. And the Model DF-1 can turn out 140 
wrapped bars a minute. 

Practically any type of printed wrapping material can be used, includ- 
ing thermoplastic spot-coated material. Adjusting the machine to wrap 
bars of a different size is a simple operation. 


Write us for complete information 


PACKAGE 


MACHINERY COMPANY 


SPRINGFIELD, MASSACHUSETTS 








NEW YORK PHILADELPHIA BOSTON CLEVELAND CHICAGO ATLANTA DALLAS 
DENVER LOS ANGELES SAN FRANCISCO SEATTLE TORONTO MEXICO, D.F. 
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Candy profits go up when you package for maximum protection 


and sales appeal in Saran Film bags! 


Less chance for flavor and freshness to escape between 
your plant and the point-of-sale when you give them the 
added protection of saran film bags! Saran film’s extremely 
low moisture transmission rate makes sure your candies 
will stay hard or soft . . . exactly as you pack them... 
and fresh to the last bite, because tough saran film bags 
don’t go to pieces when they’re opened. Add maximum 
protection to saran film’s sparkling clarity and velvety 


soft “feel appeal,” and you have packaging that makes 
your product a sales standout. Printed or plain, capped or 
sealed, saran film bags build profits! Saran film bags are 
available from S. A. Bowie, Staten Island, N. Y. (con- 
verters of bags illustrated); Cello-Bag Company, Seattle, 
Wash.; Howard Plastics, Council Bluffs, Iowa; Union 
Plastic Films, Chicago, Ill. THE DOW CHEMICAL COMPANY, 
Midland, Michigan, Plastics Sales PL586C. 
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The same protective food wrap for household use. We're showing millions of 
homemakers every week how leading food brands rely on its protection. See 
it Monday nights on Medic .. . and on Today, starring Dave Garroway. NBC-TV. 


you can depend on DOW PLASTICS <8 @)',’ D> 
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available free 
on request! 


sectionalized 
for your convenience! 


complete ! 


fact-filled! 















Find your answer to packaging and 
wrapping problems in this book! 


As easy to use as a dictionary, and a hundred times more interesting 
. . . because it can save you money! The new Battle Creek 
**Continuous Flow’’ Catalog shows you how you can save money 
by wrapping the fast, versatile Battle Creek way. It is carefully 
indexed according to type of product or problem. You simply turn 
to the section YOU are interested in, find the FACTS you need to 
know in order to select the proper machine you need for your par- 
ticular packaging application. 


send this coupon or write today 


NAME 





FOR 


bakery products 
textiles 

frozen foods 
prepared foods 
paper products 
meats 

drugs 
confectionery 
cereals 


A 
v 
B 
Ei 
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Please rush my copy of the new Battle Creek 
Packaging Machine catalog today! 


TITLE 





BATTLE CREEK 


COMPANY NAME 





packaging machines, ine. 


ADDRESS. 





600 MERRILL PARK 


CITY. 


ZONE STATE 
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BATTLE CREEK, MICH. 
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BATTLE CREEK PACKAGING MACHINES, INC. 
BATTLE CREEK, MICHIGAN 
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WRAPS BY Daniels ARE A SIGN OF GOOD TASTE 


WRAPS BY Daniels’ MAKE YOUR PRODUCT TASTE GOOD 
( *THEY HELP PRESERVE THE ORIGINAL FLAVOR ) 


7 
GOobD 


° ite f . There is co DANIELS product to fit your needs for candy wraps, in 
We Invi nquiries sheets and rolls. . . glassine, plain and embossed @ sylvania cellophane, 


metallic foils e laminated papers @ special ‘“Heat-Seal” papers. 


PREFERRED PACKAGING SERVICE 


SALES OFFICES: Rhinelander, Wisconsin 
Chicago, Illinois . . Philadelphia, Pennsylvania . . Akron, Ohio 
Denver, Colorado . . Dallas, Texas . . Los Angeles, California 





RHINELANDER, WISCONSIN 





creators - desiqners - multicolor printers 
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... the PERFECT 





A crystal-clear 
plastic Candy Tray 
designed e — for 
counter and showcase display 

and for special promotions. Gives 
your stock that fresh, crisp look. 
Price: $9.00 Per Doz. Packed 2 Doz. to Carton. 


Outside Dimensions 105 x 714 x 7/2 


ORDER NOW! 

















ATLANTIC PLAST 


585 BOYLSTON STREET 
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DISPLAY FOR CANDY 












No. 15 
A solid Grey 
plastic Candy Tray. 
wT chocolates and 
bulky candy beautifully. Easy 

to handle. Easy to keep neat. 
Excellent for showcase display and 


counters. 


Price: $9.00 Per Doz. Packed 2 Doz. to Carton 








ICS COMPANY, INC. 


BOSTON 16, MASSACHUSETTS 


YOUR AREA, PLEASE WRITE DePT. ¢ 
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the modern answer 


to all problems of high speed 


CANDY WRAPPING 





Manufactured by 

Swiss Industrial Company 
Neuhausen Rhine Falls 
Switzerland 







MODEL CK 
Wrapping Machine 
for Bars 


Wrapping machines 
for: 
Chocolate bars More efficient — more versatile — more economical — more reliable, the 
famous SIG line offers the finest available machines for your candy wrapping 
Gate ee operation. The well-known Model CK is typical of SIG advanced design and 
Assorted chocolates superior construction, capable of handling a wide range of sizes. Outstanding 
Chocolate sweets features of the type CK include an effective output of 160 % oz. to 3 oz. bars 
Brute hentions Drops per minute of uninterrupted work of the machine, steplessly variable 
speed, flat washable stainless steel feed chain, and simultaneous feeding of 
Mints Cookies a number of bars right side up. An easily accessible label magazine, needing 
ice cream Wafers recharging but 3 times per hour, offers additional advantages along with 
Butter Bevillon cubes easy and quick changeover, automatic oil spray lubrication, optimum accident 
prevention, overload protection, and short cleaning time. If desired, the 
Soup products etc. machine can also be supplied for label feed from roll. Only two operators are 
required for the CK—one to feed and one to remove the finished packages. SIG 
machines will cut your packaging costs. Write today for complete information. 


Available in the United States Solely Through 


BY STOKES & SMITH Co. 


J24E SUMMERDALE AVE., PHILADELPHIA 24, PA. 
Pacific Coast: SIMPLEX PACKAGING MACHINERY, INC., 534 - 23rd AVE., OAKLAND 6, CALIF. 


















SUBSIDIARY OF FOOD MACHINERY AND CHEMICAL CORPORATION 
TRADE MARK 
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Easy 3 minute quiz for busy readers! 


What’s your 
PACKAGING score? 


For each “yes” answer give yourself 20 points 


YES NO 


[J C] Can you depend on one source for supplying a 
complete line of machinery—from the conveyor 
to the case? 


[] [] Do improvements or additions often make your 
present equipment obsolete? 


ra C1 Do you believe you are getting greatest eff ciency 
at lowest possible operating cost? 


[| C] Is your present equipment engineered for complete 
flexibility, allowing you the greatest 
dollar-for-dollar investment? 


[| [] Is there an informed packaging engineer 
representing your equipment manufacturer who is 
available to you at all times without obligation? 


Any score less than 100 indicates that you'll profit 


by selecting Woodman equipment for all your needs e 


Increase Production Over 40% with 
Woodman’s New Fleet-Weigh 





The most flexible machine 
ever developed, the Fleet- 

._ Weigh handles candy and 
other semi-dry, free-flowing 
products at speeds and ac- 
curacy never before ob- 
tained. Can be furnished 
with high or low level 
feeder. A low-cost invest- 
ment that pays off in bigger 
profits for you. 


WOODMAN 


Company 
HOME OFFICE: DECATUR, GEORGIA 


Sales Offices in Fort Worth, New York, Boston, 
Cleveland, Los Angeles, Chicago, Kansas City, 
Philadelphia, Detroit, San Francisco. 


Call, write or wire 
Woodman for a FREE plant analysis 
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New Packages 





A miniature wooden crate with a hanged top is 
the package for a new confection tangerine 
flavored milk chocolate introduced by Droste & 
Company of Holland. The flavoring is reported 
to come from fresh tangerines. The product con- 
sists of 30 wedges of chocolate arranged together 
to simulate the shape of a tangerine. The entire 
group is wrapped in gold foil, then in cellophane 
with green leaves on the top. 


An unusual 
type of over- 
wrap tray is 
being used by 
Bob’s Candy 
and Peanut 
Company for 
the merchan- 
dising of their 
Bobby Pops. 
Fifteen pops 
are packed ina 
single layer in 
the tray with a die cut divider holding them in 
position. The tray is overwrapped with printed 
cellophane. The block design is printed in red, 
white, blue, and green. 


Overwrap printed by Shellmar-Betner Flexible 
Packaging Division of Continental Can Company. 


One million lollypops have been ordered by the 
Sun Oil Company as a give-away premium for 
use in their service stations. One thousand lolly- 
pops will be distributed to each of 1000 of their 
greater New York stations. The lollypops were 
ordered through Gimmicks Unlimited and were 
manufactured by Tasty Candy Products of Bronx, 
New York. 
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Now you can have all the virtues veeiet ww, Rabies 
of polyethylene film packaging 

plus excellent brand display. 
VISQUEEN “‘C’’, specially created for 
excellent ink adhesion, gives you 
perfect control of moisture to keep 
candy salable far, far longer. 
VISQUEEN does not get brittle, split, 
crack, shatter or run with age. 
Package will outlast product. Specify 


VISQUEEN “‘C”’ for your packages. 


no other film protects 
and promotes candy as well as 


VISQUEEN'C t= 


Converters of VISQUEEN film can help you package better. For names, mail the coupon. 


Md Cun’ 
Vi Qu film . . . a product of Important: visqueen film is all pclyethylene, but 





THE VISKING CORPORATION not all polyethylene is VISQUEEN. VISQUEEN film is 
World’s largest producers of polyethylene sheeting and tubing produced by process of U.S. Patents No. 2461975 and 
Plastics Division, Terre Haute, Indiana 2632206. Only VISQUEEN has the benefit of research and 
In Canada: VISKING Limited, Lindsay, Ontario technical experience of The VISKING Corporation, 
In England: British VISQUEEN Limited, London pioneers in the development of pure polyethylene film. 














sere a The VISKING Corporation, Box MC10-1410, Plastics Division, Terre Haute, Indiana 
tell <——— 
Send me names of converters of VISQUEEN film serving my area. 
me 
' F Name Company 
more: he 
naa Address City. Zone State 


for October, 1954 Page 35 





The arrows clearly point out the 
recurring pattern that the girls are 
feeding onto the belt. Three girls on 
each side build these patterns pro- 
gressively. 


. 
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S$ AND CHOCOLATE 


by STANLEY ALLURED, Editor 
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How would you like to compress your factory one- 
half in space, and increase your production 50% at the 
same time? During the past few years the Robert 
A. Johnston Company has done just that, and reduced 
unit costs substantially at the same time. 


This outstanding accomplishment was the result of 
a rather simple and basic idea. They by-passed en- 
tirely the usual process of stocking enrobed chocolates, 
by packing into boxes directly from the cooling 
tunnel belt. 


Just a little thought, however, reveals that this sys- 
tem effected the entire operations of purchasing and 
production. If the complete assortment is to be 
packed from the cooling tunnel belt, then every single 

item going into the boxes must be at the right place 
at the right time, and in exactly the right quantity. 
Since there is to be no stocking of enrobed pieces, 
all production must focus on providing all components 
for each particular assortment, for a single day's run 
from that day’s production. 


THE SYSTEM IN WORK 


Every two weeks there is a meeting of the sales 
department, production department and purchasing 
department. At this meeting the sales department 
provides a sales forecast for a two-week period, one 
month in advance. The production department then 
figures this estimate out in terms of days of produc- 
tion for each assortment, and reconciles all figures so 
that they work out into full production days, with 
the greatest number of consecutive days on one as- 
sortment as possible. The purchasing department 
then must break this production plan into component 
raw materials and package findings. 


STANDARDS DEPARTMENT 


The creation of a standards department was the 
key to the successful implementation of this plan. 
Standards had to be set up for each operation in the 
process, and these standards had to be coordinated 
with each other to form an efficient, smooth working 
production line. 


Time and motion studies were planned with the 
conventional stop watch, but were found to be in- 
adequate for the job. Finally, motion picture cameras 
were employed and gave the department all the in- 
formation they needed to set up production schedules 
for all items in the line, and all components. The 
girls on the feeding and packing lines are paid on an 
incentive plan, based on the production of the entire 
working unit. This requires the utmost in study and 
planning to make the standards equitable and 
workable. 


j Each piece of candy had to be studied and given 
| a work rating, based on its size, shape and weight. 
f These standards formed the basis for the work loads 
for the individual girls, and the rate of production 
for a crew. They also formed the basis for the esti- 
mated cost of production for each assortment, and 
the estimate of the production quantity per shift. 
These standards also set the number of girls required 
for the feeding and packing operations for each as- 
; sortment. 
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These girls are packing the patterns as they come from 
the enrober. The particular assortment being run requires 
that every piece be hand wrapped before packing. 


PURCHASING DEPARTMENT 


The problems of the purchasing department, when 
this type of system is adopted, are quite obvious. 
There, literally, cannot be a shortage of any item 
when it is needed. The lack of such a small item as 
a price sticker can inconvenience an entire day's 
production. If, in the middle of a day’s run, one 
particular item necessary for that assortment is miss- 
ing, the line cannot shift to another assortment, but 
must shut down or substitute a piece. And substitu- 
tion is extremely difficult, as there is no stock of 
dipped, unpacked chocolates. All raw materials must 
be on hand for each day’s production, based on the 
packing schedule for that and the following day. 
However, since raw material storage space at John- 
ston’s, as in most plants, is quite limited, the raw 
material stock must be kept at a minimum. This 
critical state of raw material inventory requires the 
constant attention of the inventory control manager, 
and his presence at all production and sales meetings. 


To further illustrate the workings of this system of 
operation, we will follow a new assortment through 
the steps required to actually produce it. The new 
assortment is first given to the standards department 
to estimate production costs, and set up standards 
for unit production per day, and size and arrange- 
ment of the working crews. Each piece in the as- 
sortment receives a work rating based on its size, 
weight and shape. These work ratings are prepared 
for the entire assortment, and are then juggled to 
fit into the most economical feeding pattern on the 
enrober belt. Each feeding station on the belt has a 
certain work capacity, and centers are assigned to the 
station based on their individual work ratings. A 
station may have several of one type of center, or one 
or more of several types of centers assigned to it, each 
piece to be placed in a specific pattern on the belt. 
The stations are set up to build a pattern on the belt 
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PROTECTED BY RIEGEL | 











CEREALS 


Ranger Joe Rice Honnies use special 
Riegel foil-and-glassine laminated liner 





DRUGS AND COSMETICS 


Marchand’s Hair Rinse is a powder that 
needs extremely high moisture protec- 
tion . . . uses special Riegel Glassine, 


heat-seal coated with compound contain- 


ing natural rubber 





SOUP 


Lipton soups use Riegel’s Pouch Pak .. . 
a laminant of poly-coated pouch paper 
(outside) and foil (inside). High-gloss- 
coated, printed and laminated by Riegel 


CRACKERS 





CAKE MIXES 


Pillsbury Angel Food cake mix contains 
2 packages: Egg-white mix in glassine-foil 
laminant, heat-seal poly-coated; Flour mix 
in poly-coated special glassine; both printed 





Butyl rubber added to coating of special 
Riegel waxed glassine gives extra-tight 
seal, increases moisture protection, keeps 
Premium Saltines crisp longer 


PALMOLIVE 





SOAP 


Inner wraps of special Riegel glassines 
are used on many fine toilet soaps to re- 
tain delicate aromas 


These are just a few of the many fields in which more than 
600 Riegel papers are now proving their value for the 
nation’s best selling brands. What is right for one product is 
seldom right for another, but Riegel can usually tailor-make 
the right paper for you . . . quickly, efficiently, economically. 
Just tell us what you want paper to do for you. Write Riegel 
Paper Corporation, P.O. Box 170, Grand Central Station, 


New York 17, N. Y. 


& 
‘Riegel Tailor-Made Packaging Papers 


Glassines and Greaseproofs 
Plain « Waxed « Printed 
Lacquer-Coated « Laminated 
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CANDY AND GUM 


Riegel’s 2-ply gum wrap . . . high-gloss- 
coated, gravure printed and laminated to 
aluminum foil by Riegel . . . is used by 
leading brands of gum 


SUGAR — = 


Domino “Stay-Soft”. packages use liner 
of specially developed Riegel glassine to 
keep brown sugar moist and soft. Liner 
refolds neatly and easily 





ICE CREAM 


New design for Borden’s famous Elsie 
Brand ice cream roll is gravure-printed 
by Riegel on specially treated paper hav- 
ing low liquid penetration and quick 
release 
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that is the most economical to feed, and at the same 
time the most economical to pack from the other end 
of the line. Each feeder adds to the pattern as it 
passes, to provide complete assortments passing 
through the enrober and to the packers. The same 
procedure is followed in setting up the packing crews. 
Each station is arranged to pick up a specific part of 
the pattern. Each piece coming through is packed. 
If there are non-enrobed items in the assortment, 
they are packed from stock boxes, either by the girls 
packing from the belt or by other girls who pack 
these non-enrobed items after the enrobed pieces are 
packed. On those assortments where exact weight is 
desired, several sized pieces of the same type are 
stocked on the end of the line, and the correct size 
piece inserted into each box to bring it to the exact 
weight. The number of girls on the feeding and 
packing ends is not always the same. Different as- 
sortments require different numbers for feeding and 
packing, and even the proportion of feeders and 
packers vary according to assortment. Here is where 
the standards department is the key to the profitable 
operation of this system, for there is a great deal 
of flexibility possible on both the feeding and pack- 
ing operations, far more than in the usual system 
of packing on a moving belt from stock boxes. 


A two compartment coating machine adds a great 
deal of flexibility to this system. Here pieces are 
placed on different sides of the belt, according to the 
proportion of the different coatings desired in the 
finished assortment. Deflector bars are placed on the 
belt as it emerges from the cooling tunnel to guide 
the pieces with different coatings to the side of the 
belt desired for packing. Here again the feeding sta- 
tions can be arranged to provide for any desired per- 
centage of each coating, and on any particular pieces. 
The enrober feed belts are marked off into squares 
and rectangles. 

These lines, drawn in red and blue, are the guide 
points for the standards department in laying out 
feeding and packing patterns, and forms the basis 
for the feeding and packing diagrams provided to 
the crews. The number and placement of these guide 
lines was in itself a rather involved study for the 
standards and production departments, to make it 
flexible enough for all possible assortments, and yet 
use the enrober to maximum capacity. 


The center manufacturing department must be 
able to adjust its manufacturing through wide limits. 
When it gets the plan for a new assortment, it must 
break it down into the number of batches of each 
type of center that must be prepared for a single 
day’s run. This schedule for the centers must allow 
for exactly one day's run, without over or under 
production of any center. Over production leaves un- 
dipped centers that deteriorate overnight, while un- 
der production of just one center cripples an entire 
production line. Actually, some provision is made 
for a very limited storage of dipped, but unpacked 
centers, to be used up as the occasion arises. How- 
ever, this storage is kept to a minimum, as any pro- 
duction schedule on this piece must be adjusted the 
next time it is to be run, to compensate for the pre- 
vious overrun. 
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These three girls are building repeating patterns on the 
feeder belt, guided by the red and blue position lines on 
the belt. They follow a master pattern developed by the 
og = Ig department, in order to make fuilest use of 
the belt. 


Cast creams are made the day before the assort- 
ment is to be packed, and left in starch overnight. 
The hand rolls are made the same day, beginning 
about three hours before the enrobers are scheduled 
to start. Since up to four assortments will be run- 
ning on the four enrobers the same day, the center 
room must integrate the center requirements of all 
four into one day’s production. Actually, it might 
happen that in one single day almost the entire range 
of centers might be in production to provide for four 
different assortments on the packing lines. This close 
scheduling of the center room is very critical, and is 
essential to the successful operation of this system. 
Since the unit of production of any assortment is 
the amount that can be produced on one shift, the 
center room operations are really based on the re- 
quirements of the packing lines. Each unit of pro- 
duction for the packing line has its companion unit 
of production for the center room. Actually, the 
center room does not follow the exact daily plan of 
the packing room, as each assortment will have a 
different percentage of cast creams (made the day 
before) and hand rolls (made the same day). 

This system is in operation on four straight parallel 
feeding, enrobing and packing lines. In just the 
space taken by four enrobers, with the necessary 
feeding, cooling and packing belts, the Robert A. 
Johnston Company produces an amazing amount of 
candy. This is the result of two exceptional qualities 
in this industry, the willingness to experiment with 
new ideas, and to pay for the necessary technical and 
specialized help to develop them into profit-making 
reality. —The end 
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The candy industry is one, among very few, that 
is fortunate in having this detailed analysis of its 
yearly sales and distribution patterns. Though some 
highlights are given in this summary, the report 
should be studied in its entirety by every executive. 


United States Department of Commerce 


Confectionery Sales and Distribution, 1953 


Sales of the United States Con- 
fectionery Industry amounted to 
$996,000,000 in 1953 with volume 
estimated at 2,718,000,000 Ibs. Im- 
ports of confectionery amounted to 
22.4 million pounds and $9,000,000, 
while export sales were 10,500,000 
Ibs and 3.9 million dollars. Domes- 
tic sales of the U. S. Candy Indus- 
try, plus imports indicate national 
consumption of 2,730,000,000 Ibs. 
with a manufacturers and import- 
ers sales value of $1,100,000,000 in 
1953. This provides 17.1 Ibs. of 
candy for every man, woman and 
child in the country. 

This represents an increase of 
13,000,000 Ibs. of production and 
$10,000,000 in sales over 1952, 
which indicates an increase in the 
average value per pound of candy 
from 36.4 cents per pound to 36.6 
cents per pound. The per capita 
consumption figure declined from 
17.3 Ibs. in 1952 to 17.1 Ibs. in 1953. 

The bar-goods market in 1953 
continued to decline in dollar vol- 
ume. It was joined in this trend by 
five-cent and ten-cent specialties 
and the more expensive types of 
bulk goods. The market was up for 
package goods and penny goods, 
continuing the recent trend in 
moderate form. 

Manufacturers’ direct sales to 
chain grocery stores, vending ma- 
chine operators and independent 
retailers other than department 
store showed greatest proportion- 
ate expansion in 1953 comvared 
with 1952. Sales through whole- 
salers increased at about the same 
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ratio as sales for the industry gen- 
erally. Direct sales to department 
stores, drug and variety chains and 
to units of government were a de- 
clining market. 

In bar goods, decreased sales of 
molded chocolate bars outweighed 
increased non-chocolate bar sales. 
Chocolate-covered bar volume re- 
mained unchanged. Sales in the 
five-cent retail price class of bar 
goods decreased, offsetting in- 
creased volume in ten-cent bars. 

A limited number of manufac- 
turers of five-cent and ten-cent 
specialties shifted part of their 
merchandising operations to the 
field of package goods selling for 
less than 50 cents per pound. This 
shift was a strong element in off- 
setting transfer of a _ sizeable 
amount of goods from the package 
goods class retailing at prices of 
less than 50 cents per pound to the 
group retailing at prices between 
50 cents and 99 cents per pound. 

Decreases of dollar sales of solid 
chocolate and _ chocolate-covered 
bulk more than offset increased 
value of sales in the non-chocolate 
bulk class. The latter increase was 
entirely due to a rise in average 
sales value per pound. Poundage 
sales in all classes of bulk goods 
declined. 

A portion of this survey is a de- 
tailed analysis of 247 manufacturer 
wholesalers who reported complete 
figures in 1952 and in 1953. 

Among the fourteen general line 
houses, ten companies increased 
their sales between the two years a 


total of 4%. However, four com- 
panies decreased in sales volume a 
total of 8.7%. The net change was 
an increase of 2.8%. The ten who 
increased their sales also increased 
their average value per pound from 
28.6 cents in 1952 to 29.0 cents in 
1953, while the four firms with 
lower sales volume in 1953 de- 
creased their average value per 
pound from 29.5 to 29.4 cents per 
pound. 

Twenty-six bar manufacturers 
whose sales increased also in- 
creased the value per pound of 
their bars from 33.7 cents to 33.9 
cents, while twenty-four bar goods 
houses whose sales volume de- 
clined reduced the average value 
per pound from 45.7 cents to 44.8 
cents per pound. 

Five-cent and ten-cent specialty 
houses increased their average 
value from 31.7 cents per pound to 
31.9 per pound. However, ten of 
these firms whose sales increased in 
1953 from 1952 lowered the aver- 
age value of their product from 
32.8 cents per pound to 32.4 per 
pound, while the group whose 
sales decreased, increased the aver- 
age value of their product from 
28.1 cents to 30.1 cents per pound. 

Eighty-eight reporting package 
goods houses increased their sales 
.7% over 1952, however, only fifty- 
six firms increased their sales vol- 
ume and at the same time increased 
the average value per pound from 
44.7 cents in 1952 to 44.9 cents in 
1953. The remaining thirty-two 
firms whose sales declined also in- 
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creased the value of their product 
from 44.1 cents to 44.5 cents per 
pound. Fifty-seven reporting bulk 
goods houses increased their dollar 
sales 1.1%. Twenty-seven firms im- 
proved their sales between the two 
years and at the same time in- 
creased the average value for their 
product from 24.6 cents per pound 
to 248 cents. The thirty firms 
whose sales declined also increased 
their average value per pound from 
24.0 cents to 24.5 cents. 

The nineteen penny goods 
houses registered a 5.3% decline in 
sales volume. However, thirteen of 
these firms increased their sales 
and at the same time increased the 
value of their candy from 22.9 
cents to 23.1 cents per pound. The 
six firms with declining sales also 
increased their average value per 
pound from 22.7 cents to 22.8 
cents. 

Forty-three manufacturer whole- 
salers whose volume was over $3,- 
000,000 per year reported their 
sales for both 1952 and 1953. While 
the gross sales of this group was 
over $500,000,000 the net increase 
in sales volume of the entire group 
was only $90,000. The increase of 
4.6% in sales of twenty-five firms 
was almost entirely offset by a de- 
crease of 6.3% in sales of the re- 
maining eighteen. 

The net gain of fifty firms with 
volume ranging from one million to 
three million was much higher 
than the large firms, or 1.8%. How- 
ever, even in this group there were 
divergents for thirty firms in- 
creased their sales 11% while twenty 
firms decreased sales 10.1%. 


Manufacturer Retailer 
Sales 


Sales of fifty-nine manufacturer 
retailers were reported in the sur- 
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more and more nationally famous 


Malomalic CAMPBELL WRAPPER 


Doy atten Day, 





WRAPS ALL SHAPES — Square, round, oval, 
oblong, flat or irregular . . . the Campbell Wrap- 
per packages them all with equal ease and speed. 
WRAPS WITHOUT BREAKAGE — Soft, crisp, hard, 
or fragile, the Campbell Wrapper “float” wraps 
the material on your product without damage. 
WRAPS WITH ALL MATERIALS — Paper, cello- 
phane, polyethylene, foils and all types of the 
plastic film packaging wraps so popular today. 
POSITIVE SEALING — By gluing, crimping or 
heat sealing with ends flared, turned under or 
diamond folded. The Campbell Wrapper is now 
also available for positive VACUUM Wrapping. 
AUTOMATIC FEEDS — and deliveries provide con- 
tinuous flow packaging geared to coincide with 
in-line production manufacture or separate oper- 
ation. Write for complete details and send us a 
sample of your product. 


Cpceds Production 


wraps up to 300 
units per minute! 


Cuts Labor Costs 


simplified one 
person operation! 


Caves Materials 


. uses no 
boards or stiffeners 
unless desired! 


—_— 
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Write for full 
colored 16-page brochure 
telling all about the Compbell 
Wrappers and the many different 
types of products they package. 
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vey, with value of sales increasing 
by 1.1% and their sales poundage 
by 1.8%. 

Changes between the two years 
in the two main classes of goods 
sold by retailers very nearly offset 
each other. Package goods in the 
$1.00 to $1.49 retail price range in- 
creased 1.6 million pounds and 
$380,000, while chocolate-covered 
bulk goods declined 1.9 million 
pounds and $600,000. The average 
wholesale value of package goods 
retailing for $1.00 to $1.49 per 


pound dropped from 76.8 cents to 
75.3 cents. The value of the choco- 
late-covered bulk rose from 57.3 
cents to 60 cents per pound. A 
shift in 1953 of some lines from the 
$1.00 to $1.49 retail price class to 
the group above it retailing at 
$1.50 or more lead to an increase 
in poundage sales of 20%, while the 
dollar value declined by nearly 2%. 
Average value at wholesale of this 
retail price class retailing at $1.50 
or more dropped from $1.34 to 
$1.09. 





Another Case History from 
the Files of CHAMPION: 


Problem: 


Solution: 


Moral: Let Champion help keep your operation low in 
cost, too. Whether it’s design ideas, production counsel- 
ing, timely delivery or other assistance, you can count on 
Champion to come through for you. For proof, contact 
one of the twenty-five Champion Packaging Specialists 
located coast-to-coast, or write or call us today. 


(hampion 


BAG COMPANY 


In an effort to cut costs and save space, a Tennessee 
company* desired to keep inventory down. 


By working with this company and studying their sales 
and production requirements, Champion was able to 
schedule printing of cellophane-roll stock labels in accord- 
ance with the weekly needs of this company. 


160 NORTH LOOMIS STREET, CHICAGO 7, ILLINOIS 


Converters of Cellophane and Glassine Printed Rolls and Rags 
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*Name on request 





Sales in the retail price class of 
package goods selling for less than 
$1.00 per pound increased by 20% 
in poundage and 17% in dollar sales. 
Average value declined from 59.0 
cents to 57.4 cents per pound. 


Chocolate Manufacturer 
Sales 

Eight chocolate manufacturers 
reporting in both 1952 and 1953 
represent about 95% of that section 
of the industry. The poundage of 
their consumer goods decreased 
1.3% and the dollar value decreased 
3.2%. 

Sales of molded chocolate bars 
decreased in poundage .8% while 
the decrease in value was 3.4%. The 
average value of molded chocolate 
bars decreased from 54.7 cents to 
53.3 per pound. Package goods 
manufactured by this group in- 
creased .5% in poundage and .6% in 
dollar value, and the average value 
per pound increased from 54.2 
cents to 54.3 cents. 

Solid chocolate bulk decreased 
in poundage sales by 14.8% and de- 
creased in dollar value 13.9%. Aver- 
age of solid chocolate bulk sold by 
chocolate manufacturers increased 
from 50.8 cents in 1952 to 51.3 
cents in 1953. 


Bars Goods 

Eighty manufacturers reported 
their bar good sales by retail price 
classes in both 1952 and 1953. Sales 
of five-cent bars decreased 2.8% in 
poundage and 3% in value with a 
drop in average value per pound 
from 38.2 cents to 38.1 cents. In 
1952 the nickel bar accounted for 
about 75% of bar goods sales. In 
1953 this proportion had declined 
to 73%. 

Ten-cent bars increased in 
poundage 24.7% while dollar sales 
increased only 11.9% Average 
value in ten-cent bars dropped 
from 44.2 cents per pound to 39.7 
cents per pound. In this period the 
proportion of total bar goods rep- 
resented by sales of ten-cent bars 
grew from 18.4% to 20.6%. As was 
noted above, total bar goods mar- 
ket increased very slightly in 
poundage, but decreased in dollar 
volume. 


Number of Manufacturers 
The following information was 
adopted from the Bureau of Cen- 
sors on manufacturers. 
According to the Bureau of Cen- 
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sors the number of manufacturer 
wholesalers dropped from 1,165 in 
1950 to 911 in 1953. All areas and 
states in the country dropped in 
number of manufacturing estab- 
lishments except for the area of 
Kansas, South Dakota and Nebras- 
ka, which increased 50% from ten 
establishments in 1950 to fifteen 
establishments in 1953. 

The greatest percentage dropped 
for any area was registered in the 
Pacific Coast states of Washington, 
Oregon and California, which 
dropped 27% in number of manu- 
facturing establishments from 137 
to 100. Very close behind was the 
26% drop in the East, North Cen- 
tral area of Illinois, Indiana, Ohio, 
Michigan and Wisconsin which 
dropped from 222 to 164 establish- 
ments. The lowest percentage drop 
was in the East, South Central area 
of Kentucky, Tennessee, Alabama 
and Mississippi with a 9.4 decrease 
from 53 to 48 establishments. 


Manufacturer Retailers 

The number of manufacturing 
retailers with two or more outlets 
increased from 188 in 1950 to 218 
in 1953. Decreases were noted in 
Massachusetts, where the number 
of establishments decreased from 
23 in 1950 to 18 in 1953, and in 
Georgia and Florida where the de- 
crease was from 9 to 6. The largest 
increases were registered in Ohio 
and Indiana from 12 in 1950 to 20 
in 1953, and in the state of Cali- 
fornia from 23 in 1950 to 31 in 
1953. 


Distribution 

The channels of distribution 
used by manufacturing wholesalers 
in 1953 paralleled very closely 
those in the last report covering 
1952. The largest increase regis- 








CODE DATERS 
NAME MARKERS 


PRICERS 
Gummed Tape Printers 
For The Candy Industry 


Write’ for information 


KIWI CODERS CORP. 


3304-06 N. Clark St., Chicago 13, Ill. 











- 


for October, 1954 













Are you needlessly using 
two different machines when 
one Elec-tri-pak will do the job? Or, 
are you holding off automatic packaging 
because you think mors than one filling 
machine is needed? You don’t need to! 


With a Triangle Net Weighing and Filling 
machine, you can fill any number of 
product varieties on a single machine... 
cello and foil wraps, coconut rolled items, 
sanded jelly items, panned eggs, and others. 
You can fill into any type container. 


- Chase Candy Company's Experience 
For example, the Chase Candy Company fills at 
least 58 candies with just ONE of their 
many Elec-tri-paks. Weights may range from 
a few ounces to a few pounds or more. 
And, change-over is made from one to 
another in a few minutes! 


Solve your problems with Elec-tri-pak equipment 
NOW. Get the complete facts in this new 
booklet, “Profitable Solution to Package Filling 
Problems.” Write, wire or call. 


TRIANGLE PACKAGE MACHINERY CO. 





6639 West Diversey Blvd., Chicago 39, IIL. 


SALES OFFICES: New York, Newark, Baltimore, Boston, Atlanta, 
Dallas, Denver, Los Angeles, Portland, Ore., Montreal, Mexico City 
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tered to any segment of the distri- 
bution field was 7.8% to vending 
machine operators. The largest de- 
clines were 11.9% to department 
stores and 12.7% to government. 

The most interesting part of the 
distribution pattern was the indi- 
cation of a wider spread in distri- 
bution enjoyed by manufacturer 
retailers in 1953. Manufacturer re- 
tailers increased their percent of 
sales to independent retailers by 
14.3%, to wholesalers by 22.6% and 
to department stores by 31.8%. 

Chain stores continued to take a 
larger proportion of the total mar- 
ket. Sales to grocery chains in- 
creased 7.9%. Drug chains, how- 
ever, handled 3.7% less, primarily 
in the fancy package goods line. 
Bar goods houses actually in- 
creased their sales to drug chains 
by over 7%. 

The sales to variety stores chains 
was down .2% and to theatre chains 
was down 2.6%. 

Exports and Imports 

Confectionery imports increased 
again from 1952 to 1953 by about 
2,500,000 Ibs. The total imports in 
1953 of 17,639,000 Ibs. is consider- 
ably larger than the total exports of 


this country of 10,489,000 Ibs. How- 
ever, if the total of chewing gum 
exports of 12,369,000 Ibs. were 
added to the confectionery exports 
the total would be some 5,000,000 
Ibs. greater than total imports. 
Interesting Notes 

Though for the last two years the 
total tonnage volume of production 
of the industry has increased the 
monthly production figures as 
showed by the monthly reports of 
the Department of Commerce in- 
dicate that during the winter 
months of both years production 
was actually lower than the cor- 
responding month of the year be- 
fore. However, these same reports 
show that sales during the usually 
slack months of summer have in- 
creased not only enough to com- 
pensate for the decrease during the 
winter months, but to give an over- 
all increase to the years production 
figures. This situation in 1952 and 
1953 seems to be repeating in 1954. 

A very strong assist can be cred- 
ited to several research projects of 
the last few years which seems to 
be bringing nearer the long sought 
ideal of a steady year round sales 
volume. 


The figures quoted in the first 
part of the above report are very 
reassuring indications that the 
sharp drop in the number of candy 
manufacturing establishments in 
this country does not mean that the 
biggest firms are getting bigger 
and the smaller ones going out of 
business. The medium sized firms 
seem to be the healthiest ones in 
this industry, and these medium 
sized firms are the ones that seem 
to be specialists in one or very few 
lines of goods. 

There is also interesting reading 
for those who believe that the 
universal adoption of the ten-cent 
retail price by bar goods houses 
will cure most of their ills. This 
report shows that while there was 
a modest increase in sales of ten- 
cent bars, it was more than offset 
by a decline in sales of five-cent 
bars. Of course, there are many 
and diverse reasons for these fig- 
ures. However, the manufacturers 
of bar goods apparently need more 
than a ten-cent price tag on their 
bars to enjoy the dynamic sales 
increase enjoyed by the manufac- 
turers of small package goods. 















from one label size to another. 


Exclusive Features: 
¢ Positive label feed. Quick simple 
changeover. 


¢ ONE machine labels and seals ALL 
heat sealab' 


le materials. (Celle- 
phane, Pelyethyfone, Pl , Sa 
ran, etc.) using low-cost in 
label stock 
-o2 tee tea bed sealable bag 
label stock ( » 
Feil, etc.) 
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New AMSCO HI-SPEED 
JAW BAG SEALING/LABELING MACHINE 


features single handscrew adjustment for instantaneous changeover 
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HERE are all kinds of cans... but you want the 

one that keeps your product fresher. Get the 
best, without added cost. Use beautifully litho- 
graphed Heekin Product Planned Cans. You get indi- 
vidual service and study of your product in Heekin 
Product Planned Cans. Don’t forget this in planning 
your next can order. 










LITHOGRAPHED Cons 


THE HEEKIN CAN CO., Cincinnati 2, Ohio 
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For WMarimum Protection 
at Lowest Cost 


Use SWEETONE Decopad 





The most widely used candy padding in 
the United States. We maintain a special 
converting department to emboss, cut and 
die cut our paddings to your requirements. 


: Write “Voday for a new folder con- 


taining actual samples of our complete line 
of Sweetone Paper Products for manufac- 
turing confectioners including: 

Shredded Paper: 
Waxed Papers 
Wavee Parchment Layer Boards 


Embossed Papers Die Cut Liners 
Candy Box Paddings 


Chocolate Dividers 
Boat & Tray Rolls 


George H. Sweetnam, Inc. 


282-286 Portland Street, Cambridge, Mass. 





Representatives in Philadelphia, Detroit, 
St. Louis, Chicago, Dallas, New Orleans, 
Los Angeles and Portland, Oregon. 
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Speed Makes The Difference! 


450 CARAMELS CUT and 
WRAPPED EVERY MINUTE 
IDEAL HI-SPEED 
WRAPPING 

MACHINE 


Speed that’s al- 
ways dependable— 
Safety that can be 
counted on—maxi- 
mum production at 
least cost—that’s 
the Ideal Special 
Caramel Wrapping 
Machine! 


with 

















Only 2 personnel 
required for 
this entirely 
automatic op- 
eration. 
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UP YOUR SALES FAST! 
PACKAGE YOUR CANDY IN 
RE-USABLE BARET WARE CONTAINERS 


SRRERRERRREARRRERERR ERE: 





: Profits zoom when candies are displayed in this 
beautiful, yet durable Baret Ware metal con- 
tainer, newly imported from England. Baret Ware 
products, in variety of styles and sizes, gives 
big boost to point-of-sale buying. Lightweight, 
strong, and inexpensive — delightful for gift, 
holiday-time giving. 


FREE: Full-color brochure illustrating Treasure 


~ Barrel. Write “Treasure Barrel” on your letter- 
* it head and mail today to: 

- 924 COMPANY 

& 

i] 






150-J Spring Street, New York 12, N. Y. 
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What’s New in 


Candy Packaging 





Life Saver Corporation has found a method of 
reducing sharply the cost of decorating their 
detail trucks and cars with their famous product 
illustrations and company name. They are now 
using a new outdoor half-tone truck decal which 
achieves striking realism equal to the quality 
of the company’s full color publication advertis- 
ing. An important additional reason from switch- 
ing from hand painting to truck decals is the 
time saving factors. Hand painting required a 
full week for intricate color combinations re- 
quired, whereas the decals go on in one or two 
hours. 

For further information write: The Meyercord 
Company, 5323 West Lake Street, Chicago 44, IIl. 











A new code-dating attachment for rotary bag 
sealing machines has been designed for polyethy- 
lene or cellophane bags. The unit consists of a 
double trip mechanism actuating two solenoids. 
As the bag goes through the machine it actuates 
the first trip switch and solenoid, which causes 
to be inked only that type which will come in 
contact with that particular bag. As the bag 
travels further through the machine and is be- 
tween the type drum and the back bearer, it 
actuates a second trip and solenoid, which causes 
the backing roller to be in bearing position only 
during the time the code is being applied. The 
solenoid tripping arrangement prevents build up 
of ink on the type, since no ink is applied or 


(Continued on page 49) 
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Ac hase you can get perfectly embossed 
chocolate coins—automatically. Even the 
serrations on the rim are formed cleanly 
and evenly in the same operation because 
of Loesch’s exclusive two-foil feed. And 
another Loesch improvement is the jam- 
proof feeder plate. This practically elim- 
inates any production delays which result 
from jammed chocolate slugs. And the 
Loesch is ruggedly built to take real pro- 
duction punishment yet produce the finest 
foiled and embossed chocolate discs. 
Here's why. 


The uncoined chocolate pellets are 
placed upon the round in-take plate and 
move automatically to the foiling station. 
There, two cut-outs of foil are placed 
on the top and bottom of the pellet. The 
sides as well are tightly covered. 


The foiled pieces are then carried via 
the feed plate to the stamping station. 
Coining of the top and bottom, as well 
as the serrations on the rim, are per- 
formed in one automatic operation. And 
you never get dirty uneven milled edges. 
The finished coins are carried to a point 
of discharge and released automatically. 


Another of the machine’s unique fea- 
tures is the hinged push-button operated 
stamping head which permits change- 
over from one size or shape to another 
within a few minutes. Any other flat 
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shapes may be embossed as well, and 
necessary parts for new shapes are avail- 
able at any time. The machine, with only 
one operator, will produce 80-100 per- 
fect pieces per minute. 
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Cooper-Styled folding PP, | 
candy boxes for a record ff Americas Finest 


Christmas ___ business : : | 
Than, © Confectioners call’on 


FOXON 


x for 
~~ 
» geals 


© holiday slides and tags 
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THE FOXON,;COMPANY, 


235 WEST PARK STREET, PROVIDENCE, Ru. 


Cc e] e ] F E g P Americas Finest Foil Printers’ 


PAPER BOX CORPORATION \( N 
Fa 


WRITE FOR DISPLAY BROCHURE OF BOX STYLES AND PRICES 
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DEPT. M BUFFALO 4, NEW YORK 











versatile, efficient candy packaging 


The precision-engineered Lynch Wrap-O-Matic, Model PB, 
is the answer to candy wrapping problems. Versatile 

. +. it wraps fragile, irregular shaped and standard pro- 
the standard ducts. Efficient . . . it loads direct from product trays 
with only two operators required. Economical .. . it 
minimizes scrap loss. 


Write to 
Dept. MC 


for details 




















Lynch Packaging Machines are manufac- 
tured by the most rigid engineering 
standards in industry. They assure care- 
ful selection of materials, absolute qual- 
ity control of workmanship and thorough 
inspection in all phases of production. 
They demand economical interchange of 
parts. The results are rugged construc- 
tion, day-by-day dependability. 








Branches: New York @ Toledo @ Chicago @ San Francisco @ Los Angeles 


Atlanta @ Dallas @ Toronto—Export Dept.: 13 East 40th St., New York 16, N. Y. 
Cables: ARLAB 


ANDERSON, INDIANA 


PACKAGING MACHINES 


Page 48 THE MANUFACTURING CONFECTIONER 


— 


‘ 








— ay bh 


~ hm — 6 © © 


g@ #4 em 











{ 
; 


accumulated on the type when no bags are pass- 
ing through the machine. The new ink well uses 
the principle of capillary action of a wick, which : iW 
draws ink from the reservoir to the ink transfer | 
roller. To put the entire coding attachment out 

of operation, it is only necessary to press the 

master switch of the coder, rotate the reservoir 


out of position, and cap the wick. This can be 


for PROTECTION 
and BEAUTY 


specify 








done in a few seconds. RHINELANDER 

For further information write: Amsco Packaging 

Machinery, Inc., 31-31 48th Avenue, Long Island Ky) FUNCTIONAL PAPERS 
City 1, N. Y. 


Stainproof, non-sticking 
Rhinelander glassine that 
905% preserves flavor and freshness 
y is ideal for bonbon cups, inner 





A new plastic display tray has been designed for 
many uses in counter, shelf and showcase dis- 
play. The Edgar P. Lewis Company is using this 
tray to show hard candies and seasonal mixtures. 





A special acetate cover bearing the Lewis im- or outer bar wraps, case liners, 
print has been designed to show their merchan- dividers, and dipping sheets. 
dise in one glance without removing the product. hte, Available plain or in a variety of 
It serves this firm as a showroom display and ; Sy embossed patterns and colors. 
as a salesman’s sample. This tray is available in 


many colors when ordered in quantities. 


For further information write: The Atlantic 
Plastics Company, Inc., 585 Boylston Street, Bos- 
ton 16, Mass. 


RHINELANDER 
Paper Company 


Rhinelander, Wisconsin 











As illustrated above, eight non-electric permanent 
magnets are used by the Wilbur-Suchard Choco- 
late Company to continuously watch for ferrous 
contamination in their chocolate squares. Any 
chocolate squares that might be contaminated 
are drawn against the face of the magnet and 
held there until removed by the operator. 


For further information write: Eriez Manufac- 
turing Company, Erie, Pa. 


CELLOPHANE 


IN BAGS, SHEETS, AND ROLLS 





TAS FEATURE 





packages an EXTRA fresh quality lox HEATSEAL 

PERMA-STICK 

Ettective cat ar 
> | POLYSTIX 


MEATSEALS TO 
POLYETHYLENE 


PRES-TO-SEAL 
PRESSURE 
SENSITIVE 
GuMMeD 

UNGUMMED 





MAIL COUPON TODAY! We give a Complete Lat 


POLYETHYLENE 


IN BAGS, SHEETS, AND ROLLS 
SEND YOUR SAMPLES FOR PROMPT QUOTATION 





r DECANTER. SHAPED 
FOR Twist THO 
Cal av bacs 





FO. ETC. 














Name 
IMAGINATIVELY DESIGNED ¢ EXPERTLY PRINTED hires 
City 


N. T. GATE 
inte gars GALES COMPANY | BT Tt Hata Te 


Dept. KS, FRAWKFORD AVE at ALLEGHENY AVE PHILA 34 PA 
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Split-second buying decisions require packages with sparkling sales appeal... 
instant brand identification. 
Make your product more désirable...more appealing...in a DIXIE wrapper 
designed to fit your needs...a custom protective package with the beauty and appeal that 

only Dixie’s modern dusiguins tel fine flexographic and rotogravure printing can give. 

DIXIE’S printed POLYETHYLENE... printed FOIL...printed ACETATE... 
printed CELLOPHANE...are unexcelled in giving your products the beauty and 

appeal that mean faster turnover and more sales. 


Give your product the extra appeal it deserves with a DIXIE package. 


Just call or write your nearest DIXIE plant for full information. 


i>} > @ es os 
Ware Paper Company 


DALLAS, TEX....MEMPHIS, TENN....WASHINGTON, N. J....BURLINGAME, 








CALIF....MEXICO, D. F, 
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The MANUFACTURING CONFECTIONER’S 


Candy 
Clinic 





tomes 


The Candy Clinic is conducted by one of the most ex- 
perienced superintendents in the candy industry. Some 
samples represent a bona-fide purchase in the retail mar- 
ket. Other samples have been submitted by manufactur- 
ers desiring this impartial criticism of their candies, thus 
availing themselves of this valuable service to our sub- 
scribers. Any one of these samples may be yours. This 
series of frank criticisms on well-known branded candies, 
together with the practical “prescriptions” of our clinical 
expert, are exclusive features of The MANUFACTUR- 
ING CONFECTIONER. 


Salted Nuts; 10c-15c-25c Packages 


Code 10B4 
Assorted Caramel Whirls 
814 ozs., 33c 
(Purchased in a department store, 
Chicago, II.) 

Appearance of Package: Fair. 

Container: Cellulose bag, white paper 
clip on top printed in red and blue. 
Each piece in a cellulose wrapper. 

Caramels: 

Colors: Good. 
Texture: Good. 
Taste: Good. 

Remarks: The best caramel whirls we 
have examined this year, at this 
price. Suggest bag be printed to im- 
prove the appearance. 





Code 10C4 
Lemon Slices 
13/16 ozs., 5c 
(Purchased in a department store, 
Chicago, III.) 
Appearance of Package: Good. 
Container: One thick orange slice, cal- 
lulose wrapped, printed in blue and 
yellow. 


Slice: 
Color: Good. 
Texture: Good. 
Flavor: Fair. 
Remarks: A well made slice but lemon 
flavor is not up to standard. 





Code 10A4 
Whistle Pops 
23% ozs., 29c 
(Purchased in a department store, 
Chicago, III.) 
Appearance of Package: Good. 
Container: Folding box printed in yel- 
low, red and white. Cellulose win- 
dow, imprint of boys’ and _ girls’ 
faces. 8 pops mounted on a board. 
Cellulose wrappers. 
Pops: 
Colors: Good. 
Gloss: Fair. 
Molding of Whistle Shape: Very 
good. 
Flavors: Good. 
Remarks: A well made whistle pop, 
neatly packed, cheaply priced at 29c 
for 8 pieces. 





Candy Clinic Schedule For the Year 


JANUARY—Holiday Packages; Hard Candies 
FEBRUARY—Chewy Candies; Caramels; Brittles 
MARCH—One-Pound Boxes Assorted Chocolates up to $1.00 
APRIL—$1.00 and up Chocolates; Solid Chocolate Bars 
MAY—Easter Candies and Packages; Moulded Goods 


JUNE—Marshmallows; Fudge 


JULY—Gums; Jellies; Undipped Bars 

AUGUST—Summer Candies and Packages 
SEPTEMBER—Bar Goods; 5c Numbers 
OCTOBER—Salted Nuts; 10c-15c-25c Packages 
NOVEMBER—Cordial Cherries; Panned Goods; ic Pieces 


DECEMBER—Best Packages and Items of Each Type Con- 
sidered During Year; Special Packages; New Packages 
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Code 10D4 
Milk Chocolate Stars 
7% ozs., 39c 
(Purchased in a chain store, 

Oak Park, IIl.) 
Appearance of Package: Good. 
Container: Folding box printed in 

brown, white and yellow. Cellulose 
window. 
Stars: 
Color: Good. 
Gloss: Fair. 
Texture: Good. 
Molding: Good. 
Taste: Good. 
Remarks: A good eating milk choco- 
late piece, cheaply priced at 39c. 





Code 10E4 
Root Beer Chews 
10 ozs., 29c 
(Purchased in a chain drug store, 
Oak Park, IIl.) 

Appearance of Package: Fair. 

Container: Cellulose bag, white paper 
clip on top printed in red. 

Chews: 

Color: Good. 
Texture: Good. 
Taste: Fair. 

Remarks: Piece lacked a good flavor, 
suggest a good lemon flavor be used. 
Suggest bag be printed to improve 
the appearance. 


Code 10F4 
Assorted Opera Gums 
73% ozs., 29c 
(Purchased in a chain grocery store, 
Oak Park, IIl.) 
Appearance of Package: Fair. 
Container: Cellulose bag, paper seal on 
top printed in red. 
Drops: 
Colors: Good. 
Texture: Good. 
Sugaring: Good. 
Flavors: Good. 
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Remarks: The best opera gums we 
have examined this year. Very good 
flavors. Suggest bag be printed to 
improve appearance. 





Code 10G4 
Fruit Slices 
7% ozs., 29c 


(Purchased in a chain grocery store, 
Oak Park, Il.) 


Appearance of Package: Good. 

Container: Tray printed in red and 
blue. Overall printed cellulose wrap- 
per. 

Slices: 

Color: Good. 

Texture: Good. 
Sugaring. Good. 
Flavors: Good. 

Remarks: The best fruit slicecs we 
have examined this year at this price. 
Neatly packed and cheaply priced 
at 29c. 





Code 10J4 
Butter Mints 
8 ozs., 25c 
(Purchased in a grocery store, 
Oak Park, III.) 
Appearance of Package: Good. 
Container: Cellulose bag printed in 
green, yellow and white. 
Mints: 
Color: Good. 
Texture: Good. 
Flavor: Good. 


Remarks: One of the best mints of 
this kind we have examined this year. 
A very good butter flavor. 





Code 10H4 
Chocolate and Summer 
Coated Candies 
1 Ib. No price stated 
(Purchased in a candy store, 
Pittsburgh, Pa.) 

Appearance of Package: Good for a 
retail box. 

Box: One layer type, white embossed 
paper top, name in gold, tied with a 
purple grass ribbon. Outside wrap- 
per, white embossed paper tied with 
pink grass ribbon. 

Appearance of box on opening: Bad. 
See remarks. 

Number of Pieces: 

Summer Coating: 16. 

Dark Chocolate Coated: 6. 

Light Chocolate Coated: 6. 
Summer Coating: 


Color: Good. 
Gloss: None. 
Strings: Fair. 
Taste: Good. 


Chocolate Coatings—Dark and Light: 
Colors: Good. 
Gloss: None. 
Strings: Good. 
Taste: Good. 

Summer Coated Centers: 
Marshmallow: Poor. Short and 

lacked flavor, partly grained. 

Coconut: Good. 

Dark Coated Centers: 
Cordial Cherries: Good. 









Light Coated Centers: 

Cordial Cherries: Good. 

Assortment: Entirely too small for a 
one pound box. 

Remarks: A number of broken pieces 
spoiled the appearance of the box 
when opened. Suggest for summer 
coated pieces: a good jelly, fruit 
creams, nougat and a caramel or two. 
For the dark and light coated choco- 
late pieces any number of good cen- 
ters could be used. We feel sure that 
the consumer is going to be disap- 
pointed wher: there are only three 
centers in a one pound box. Summer 
coated pieces are too large; suggest 
small pieces and a larger assortment. 
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STANcase 


EQUIPMENT 


STAINLESS STEEL 


DRUMS 


MODEL 30--30 GAL. 
MODEL 55--55 GAL. 


{Covers available) 


ECONOMY 
EQUIPMENT 
RUGGEDLY CONSTRUCTED FOR LIFE TIME WEAR. 
FULLY APPROVED BY HEALTH AUTHORITIES. 

Manufactured b 


The Standard Casing "Ce., Inc. 





121 Spring St., New York 12, N.Y 








CONTINUOUS AUTOMATI 
CHOCOLATE MOULDIN 


Efficiency . Economy . Verse 


Tailormade to suit your particular range 
of tines, space conditions etc. 
Built for small and big capacities is 
types for 
Solid and ingredient articles 
pastils, buds, couverture slabs, cho 
late moulded biscuits etc.) 
Articles with liquid and oof 


Hollow figures 


Our range of high q 
rational chocolat 
Liquifiers (c 
direct to refine 




















JENSEN Plants 
are installed all 
y over the world: 


Argentine 
- Australia 
Belgium 
Brazil 
Canada 
. Colombia 
Denmark 
Egypt 
England 
Finland 
France 
Germany 
Holland 
Ireland 
Italy 
Mexico 
New Zealand 
Norway 
Peru 
5 Scotland 
m* South Africa 
Spain 
Sweden 
Switzerland 
Tasmania 
U.S. A. 
Venezuela 


BORG (COPENHAGEN) DENMARK 
TELEGRAMS: MIKROFACT - S@BORG 
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Code 10K4 
Caramel and Cream 
11 ozs., 25c 
(Purchased in a chain grocery store, 
Oak Park, IIl.) 

Appearance of Package: Good. 

Container: Tray, oblong shape, 
wrapped in printed cellulose. Colors 
red and white. 

Caramels: 

Color: Good. 
Texture: Good. 
Taste: Good. 

Remarks: One of the best caramel 
creams we have examined this year. 
Well packed and cheaply priced at 
25c. 





Code 10L4 
Lemon Drops 
91% ozs., 25c 
(Purchased in a chain grocery store, 
Oak Park, IIl.) 
Appearance of Package: Fair. 
Container: Cellulose bag, paper clip 
on top printed in yellow, white and 
red. Drops are wrapped in cellulose. 
Drops: 
Color: Good. 
Molding: Good. 
Gloss: Good. 
Flavor: Good. 
Remarks: The best lemon drops at 
this price we have examined this 
year. 





Code 10M4 
Sugar Mints 
40zs., 49c 


(Purchased in a department store, 
Chicago, II.) 

Appearance of Package: Good. 

Container: Cellulose bag printed in 
blue and yellow. 

Mints: 

Color: Good. 

Stripes: Good. 
Texture: Good. 
Flavor: Good. 

Remarks: The best mints of this kind 
we have examined this year. Very 
good eating and a good peppermint 
flavor. 








Walter H. Kansteiner Co. 


RAW MATERIALS BROKERS 
1787 Howard St. Chicago 26 


Chocolate 
Bachman Chocolate Mfg. Co. 


Pecans & Black Walnuts 
R. E. Funsten Co. 
Oils 
The Blanton Co. 


The confidence of the Purchaser in 
the integrity of the Seller — 











our greatest asset 
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SAVAGE LATEST FIRE MIXER 


MODEL S-48 
Thermostatic Gas Control—Variable Speed 





The Savage Latest Fire Mixer, Model S-48, is Streamlined and Sanitary and 
has many new features and conveniences: 


Automatic Temperature Control 

Variable Speed from 30 to 60 RPM 

Break-back within floor space 32” x 48” 

Aluminum Base and Body Castings 

Atmospheric Gas Furnace with Stainless shell 

Removable Agitator, single or double action 

Stainless Cream Can and Stainless Drip Pan 

Copper Kettle 24” diameter 1234” deep or 16” deep 
You can save labor and obtain uniform batches by setting the thermostat for 
degree cook desired. It cooks and mixes batches of caramel, peanut brittle, 


peanut candies, fudge, nougat, gum work, and with double action agitator 
is ideal for coconut candies and heavy batches. 


Your inquiry invited 


SAVAGE BROS. CO. 


2638 Gladys Ave. Chicago 12, Ill. Since 1855 
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Code 10N4 
Coconut Bon Bons 


8 ozs., 49c 


(Purchased in a chain drug store, 
Oak Park, IIl. 


Appearance of Package: Good. 
Container: Folding box, oblong shape, 
cellulose window. 
Bon Bons: 
Colors: Pink is too bright, the bal- 
ance of assortment is good. 
Gloss: Good. 
Center: 
Color: Good. 
Texture: Good. 
Taste: Good. 


Remarks: A good eating coconut bon 
bon; well made. The best we have 
examined this year. Had a very good 
coconut flavor. Cheaply priced. 





Code 9N4 
Peanut and Nougat Bar 
1% ozs., 5c 


Purchased in a chain drug store, 


Appearance of Bar: Good. 

Wrapper: Glassine printed in red, 
white and blue. 

Coating: Milk Chocolate: Good for a 
5c seller. 

Center: 
Color: Good. 





Now THERES a Color 
to Catch the Eye! 





Make your product a stand-out among competing 
“look alike” brands by adding the eye-appeal of... 


Peacock Brand 








Chicago 12, Illinois 
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CERTIFIED FOOD COLORS 


Oakland 21, California 
In Canada: Stange-Pemberton Lid., New Toronto, Ont. 





Texture: Good. 
Taste: Good. 

Remarks: The best bar of this kind we 
have examined this year. 


Code 904 
Wild Cherry Drops 
144 ozs., 5c 
(Purchased in a chain drug store, 
N.Y.C.) 
Appearance of Package: Good. 
Container: Folding box printed in red, 
blue and white. Cellulose wrapper. 
Drops: 
Color: Good. 
Gloss: None. 
Texture: Good. 
Flavor: Good. 
Remarks: One of the best wild cherry 
drops we have examined this year. 








Code 9R4 
Summer Coated Maple Nougat 
Bar With Walnuts 
1 oz., 5c 
(Purchased in a drug store, N.Y.C.) 
Appearance of Bar: Good. 
Wrapper: Glassine printed in white, 
gold and blue. 
Bar: 
Coating: Good for a summer coating. 
Center: 
Color: Good. 
Texture: Good. 
Taste: Good. 
Remarks: A well made nougat bar. 
Should be a good 5c seller for the 
summer months. 





Code 9S4 
Peanut Brittle Bar 
1 oz., 5c 
(Purchased in a chain drug store, 
Jacksonville, Florida.) 

Appearance of Bar: Good. 

Wrapper: Cellulose, paper seal printed 
in red. 

Bar: 

Color: Good. 

Texture: Fair. 

Peanuts: Not roasted enough. 
Taste: Fair. 

Remarks: Candy part of the bar was 
grained and the peanuts were not 
roasted enough. Suggest formula be 
checked for the candy part of the bar 
and peanuts have a higher roast. 


Code 9T4 
Nut Goodies 
2 ozs., 10c 
(Purchased in a chain drug store, 
Jacksonville, Florida.) 
Appearance of Pattie: Good. 
Wrapper: Glassine wrapper printed in 
red, green and white. Pattie is a 
cream pattie coated with milk choco- 
late and peanuts. 
Pattie: 
Coating: Good. 
Center: Good. 
Taste: Good. 
Peanuts: Good. 
Remarks: The best pattie of this type 
we have examined this year. 
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A Well 
Designed 


Candy Shop = 


by STANLEY ALLURED, Editor 


QO vaury CANDY SHOPS of Milwaukee, Wis- 
consin, carry only their own home made candies. The 
only items that they buy are Jordan Almonds, which 
are used one or two to a box of chocolates. 

Quality was started thirty-five years ago by Mr. 
Helminiak, with one store in the Mitchell Street area 
of Milwaukee. This was the only store until another 
was opened in 1948 on North Third Street. A third 
store was opened in 1952 on Plankington Street, 
their first in the main downtown shopping district. 
The original store on Mitchell Street remained in 
the old fashioned decor until after the Third Street 
store opened. It was primarily catering to the shop- 
pers who lived in that neighborhood, who had been 
familiar with it for as long as they could remember. 
Comparatively little business was taken in off the 
street. This is shown by the fact that 75% of the 
volume of the store was done a few weeks before 
Christmas and Easter. 

However, a new and modern design was used in 
the small Third Street store, and it obviously paid 
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off on the expense. Mr. Helminiak then decided 
to redo the big Mitchell Street store, partly to draw 
in more street traffic, and to make the work flow in 
the store more efficiently. 

They have very successfully accomplished both of 
these aims. While there has been a substantial in- 
crease in the sales volume of the store throughout 
the year, the largest percentage increase has been 
registered in the regular daily sales. 

The convenience of the arrangement and special 
show fixtures keeps the customer load under control 
at all times. While the store appears very well ap- 
pointed, there is actually a great deal of space in 
the center of the shop for customers to wait during 
holiday sales. 

The store design and custom fixture manufacturing 
was done by Northwestern-Weiss Manufacturing 
Corp. of Milwaukee. Mr. R. F. Harker of this firm 
surveyed the store and found out as.much as pos- 
sible from the Helminiaks about the store traffic 
expected and the peak loads of traffic. Basically, the 
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ADVERTISEMENT 


HIGHEST QUALITY 
HARD CANDY 


The Simplex Type D-3 Steam Vacuum 
Cooker is designed to cook perfectly all 
sugar or any combination of ingredients. 
It will also handle any size batch from 25 
to 200 pounds alternately and the types 
of candy as well as the ingredients can be 
varied without | time. 

The product produced by the Simplex 
Vacuum Cooker is superior. The candy is 
whiter and drier. Stickiness from damp- 
ness is reduced because the Simplex proc- 
ess removes the maximum moisture. 





For complete details write to Vacuum 
Candy Machinery Co., 15 Park Row, New 
York 38, N. Y¥. 





NO STEAM? 
THIS GAS VACUUM COOKER 
DOES THE JOB 





The new, redesigned and improved 
model H-1 Simplex Gas Vacuum Cooker 
is equipped with a new hydraulic lift and 
kettle tilting method to make working 
conditions easier and to take the hard 
work out of hard candy. It is well suited 
to plants that do not have high pressure 
steam available. Operating on gas, it 
comes as one complete unit, including 
vacuum pump and motor, vacuum gauge, 
gas fired furnace blower and motor. 

With a cooker capacity of from 25 to 
120 pounds per batch, the machine is de- 
signed for efficient, economical productien 
of fruit drops, stick candies, lolly pops and 
other types of hard candies, as well as 
quicker cooking ef fondant syrup. 

Additional information is available from 
Vacuum Candy Machimery Co., 15 Park 
Rew, New York 38, N. Y. 
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300 to 900 
SUCKERS A MINUTE! 


Here’s the Racine High Speed Plunger Action 
Machine (Model EP)—the fastest machine 
available for producing quality suckers. 

Even an inexperienced operator can produce 
as many as 900 suckers a minute—each one 
perfect. 

Equipped with variable speed control and 
electric motor, the Racine Model EP Sucker Machine turns 
out the best pops—look big but weigh a minimum—as thin 
as 144”. And, the continuous plunger action inserts every stick 
(wood or paper ) right in the center. 

Need more proof to be convinced? The full story is yours 
for the asking. Write today. ; ; 


VACUUM Yin RACINE 


CANDY MACHINERY CO. CONFECTIONERS’ MACHINERY CO. 


15 PARK ROW, NEW YORK 38, N. Y. 
Western Office and Factory: Racine, Wis.¢ Eastern Factory: Harrison, N. J. 
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The settee and the writing stand 
against this wall keeps the store from 
seeming empty, and yet leaves most 
of the floor area open for holiday 
crowds. The shadow box on the wall 
never displays candy, but carries a 
seasonal display that sets the mood 
for the featured candy. 





The bottom row of these cases 
holds the bulk display of candy, while 
the upper shelves display opened 
boxes. There is never any display on 
top of the glass cases. The shadow 
boxes on the wall show off the fancy 
boxes and tins. An exceptionally neat 
appearance is given by having all 
stock enclosed, either in the shadow 
boxes or in the glass cases. 
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CONVERTIT 


4. FOR PERFECT CREAM CENTERS 






Guaranteed CONVERTIT, the pioneer standardized invertase of the candy 
pure and free industry, has proven its superior value in better cream centers 
from preserva- 


for more than a quarter of a century. 

CONVERTIT is ready for instant use, easy to measure and 
mix ... always uniform and dependable. 

CONVERTIT checks fermentation, drying, leaks, and breaks 
. reduces rejects and returned goods. 


CONVERTIT allows quantity production in advance. Its 
inherent value makes cream centers that create sales appeal by 
controlling texture and consistency. 


For cast and rolled cream centers, use CONVERTIT. Order 
your supply direct or through your jobber. 


THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 


Manufacturers of NULOMOLINE (Standardized Invert Sugar) and Syrups 
120 WALL STREET, NEW YORK 5, N. Y. 
330 East N. Water St., Chicago 11, Ill. 751 Terminal St., Los Angeles 21, Calif. | NULOMOLINE, LTD.: 1410 Stanley St., Montreal 2, Canada 


tives. 











APPLE PRODUCTS 
the Standard of Quality 
for sixty years 


NUTRL-JEL CONFECTO-JEL—a buffered 
apple pectin mixture for 


jellied candies—ready for 
CONFECTO-JEL use. 


CONCENTRATED APPLE JUICE 


Plants in Apple Regions From the Atlantic to the Pacific 


SPEAS COMPANY, General Offices, Kansas City 1, Missouri 
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store was designed to form a background for candy; 
to display it to the best advantage without competing 
with it for attention. The main problem was to make 
the store warm, comfortable and friendly, and at the 
same time appear completely sanitary. 


The counter cabinets are matched mahogany, with 
formica tops in a green pattern. The glass tops are 
built up on the cabinets without backs. These counter 
cabinets are equipped with open shelves in back for 
ease in handling pre-wrapped packages and bulk 
from boxes. All bulk is sold from these bulk boxes 
rather than from the displays. The cabinets against 
the wall are also matched mahogany, but have sliding 
doors. There is a neat pass-through placed in one of 
these wall cabinets that provides for stock movement 
from the storage room in the rear to the shop, with- 
out carrying it through the door. All handling is out 
of sight of customers when replenishing the shop 
stock. 


The floor of the shop is variegated stone, with a 
soft grey impression. The walls are a light pink, with 
dark green accents in the wide stripe on the round 
corner display and in the counter tops. The lights 
are all recessed except for the spots on the shadow 
cases on the back wall. The center of the shop is lit 
with fluorescent recessed lights. However, all candy 
is illuminated by incandescent lights, as fluorescent 
lights will give chocolate a grey appearance. The 
ceiling is acoustical tile. 


Two writing stands are provided for customers’ 
convenience, and florist type cards are stocked for 
the use of those who are buying gifts. A telephone 
is placed on one of these stands for the use of cus- 
tomers who find they need to call about the type 
or amount of candy to purchase. These stands are 
also in mahogany with plain green formica tops. 


A settee is placed against the wall between these 
stands. This is done in a soft grey, and is always 
decorated with a vase of seasonal flowers. Shadow 
boxes are placed on the wall over the stands, and 
they also carry seasonal decorations. Candy is never 
placed in them as this wall sets the mood of the 
season, and is complementary to the mass candy dis- 
play on the opposite wall. 

Quality does not pack assortments to order from 
bulk in the store. They sell only their pre-packed 
standard assortments. However, they do have some 
bulk sales, consisting of raisin, peanut and cocoanut 
clusters; pecan, cashew and almond butter crunches; 
licorice, vanilla, chocolate and vanilla-nut fudges; 
peanut, almond, pecan and cocoanut brittles; and 
horehound, lemon, cinnamon, peach stone, anise and 
butterscotch hard candies. Probably the largest bulk 
seller during the cold months is what is known in 
Milwaukee as “Fairy Food”. This is a spun molasses 
hard candy coated with bitter-sweet chocolate. 

This is an excellent example of a store that displays 
candy to its best advantage. The store is not meant 
to be a showplace, or to be outstanding for its own 
sake. It is just the background, giving good candy 
the kind of prominence and tasteful display it 
deserves. 


—The end 
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Got mixing problems? 


Borrow 


and this famous 
Agitator Kettle 


You can’t be dcad-certain about 
any Agitator Kettle until you’ve 
seen it perform on your own 
work. So, it’s best to try before 
you buy. Let us send you the 
widely used MODEL TA-RA that 
has surprised so many candy 
plants with its amazing 
versatility and all-around 
performance. Give it a 
real test in your plant ON 
APPROVAL PLAN. Put 
it threugh every pace. 
Then you be the judge. 
We'll send it complete 
with variable speed drive 
and parts for every kind 
of simple or violent mix- 
ing use. Use 
them all... 
use them 
separately 
... see what 
it can do 
for you. 




























EXTRA-FAST f. im 
ROTA-THERM 
JACKET 


WRITE FOR 
OUR 
BORROW 
PLAN NOW. 


4531 W. Armitage Ave., CHICAGO 39, ILL. 


7 FRONT STREET 


30 CHURCH ST (a A ENTURY ) 
SAN FRANCISCO 11 


NEW YORK 7 F Fine mete 
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Take Advantage of the Season and 


Feature Fall Candies 


WV ITH the arrival of Fall, the 
candy customer's thoughts turn 
away from the formal box goods— 
summer assortments, etc.—which 
the manufacturing-retailer has 
been selling him in the past few 
months, to the types of candy 
which are definitely associated with 
the Fall season. The arrival of 
crisp, chill winds, or dark, rainy 
days by which Fall forecasts the 
approach of Winter, brings with it 
to the candy eater a desire for a 
candy that is in keeping with the 
atmosphere of Fall—brown leaves, 
dark colored clothing, football 
brown, stout October ale, ripe fruit 
and nuts, Hallowe’en and Thanks- 
giving Day. 

To the candy maker, this sea- 
sonal change in candy customers’ 
taste means only one thing—can- 
dies which are in keeping with the 
season’s color and which cater to 
the new “pep” inspired by the cool- 
er weather, chewy candies. And 
chewy candies mean, almost with- 
out conscious thought, toffees, brit- 
tles, nut goods, and the like. 

Among the Fall candies, the 
English Everton or Washington 
style toffee is a confection which 
has universal appeal in the cold 
states and which lends itself well to 
display. It is chewy and made like 
a caramel toffee, with plenty of 
sweet cream, butter, brown sugar, 
well-salted and flavored with good 
vanilla. Care must be taken not to 
boil the batch too high. It is poured 
into flat pans and cracked up when 
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cool, or it can be made into double- 
caramel sized bars which are 
wrapped in wax paper with twisted 
ends. Among smaller shops in the 
New England states this candy has 
for years been regarded as the 
“rent-payer’ during the Fall 
season. 


“Bangor Taffy” a 
Good Fall Number 


Another toffee favored in New 
England is so-called “Bangor taffy.” 
Here again we use pure cream car- 
amel, corn syrup and sugar, butter, 
and some coconut butter. After it 
is boiled up, condensed whole milk 
is added as it reaches the finishing 
point. Also vanilla. The batch is 
poured out to cool and then cut 
into small squares which are rolled 
in powdered sugar. The usual way 
of displaying and selling this candy 
is right in the cooling pan. 

Old-fashioned butterscotch 
squares find their greatest market 
in Fall. Taking half white sugar 
and half brown sugar, salt and van- 
illa, you cook the batch to about 
300 degrees F. Then butter is 
added and just enough corn syrup 
to “doctor” the batch. It is then 
again flavored with vanilla. After 
the batch is poured onto the slab, 
it is dusted off with “berry sugar.” 
Then, while it is still warm, it is 
marked with a roll cutter, and 
broken into squares when cool. 

German toffee is made much like 
caramel, except that it contains mo- 
lasses. Here the proportions are 


one-third white sugar, one-third 
brown sugar and one-third corn 
syrup. When the batch is almost 
ready, molasses is added and the 
whole taken up to the “first crack.” 
Then a touch of lemon is added. 
This candy is cut into squares and 
then wrapped in cellophane. 


Toffee Calls for 
Best in Materials 


Most wrapped toffees have been 
run into the ground by manufac- 
turing retailers. They have, for the 
most part, been made “to a price” 
and as a consequence, quality has 
fallen off badly. These toffees call 
for the best in raw materials and 
flavor, and thus, when they are 
completed, they have a certain 
something which people like, and 
that something is “quality.” Where 
this matter of quality has been 
carefully nurtured, toffees have 
been very successful as “different” 
candies for people who are tired of 
chocolates and other every-day 
goods. 


This is the time for the retail 
manufacturer to go in heavily for 
counter goods. Stress, in addition 
to the purely seasonal Fall candies, 
also the home-made fudges. There 
are many varieties possible from 
good fudge formulas, if only the 
candy maker will use his ingenuity 
to find them. 

Now that new nuts are coming 
in, the public also “goes for” glace 
nuts and brittles of all kinds. Pieces 
of candy with fresh grated coconut, 
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nut meats, etc., also find ready sale. 

Another toffee for Fall which has 
definite “eye-appeal” is molasses 
drop toffee. This is much like mo- 
lasses caramel, but has fresh grated 
coconut cooked in, is well salted, 
and contains a goodly portion of 
butter. When ready, the batch is 
dropped out onto wax paper 
squares with the spoon and knife. 
After the drops have cooled suf- 
ficiently they are picked up by the 
corners of the paper upon which 
they have been dropped and the 
paper corners crimped. The golden 
brown color of the candy shining 
through the darker brown wax 
paper gives these drops an irresist- 
ible appeal. 

With Hallowe'en coming this 
month, orange pieces should not be 
overlooked by the retail manufac- 
turer who wishes to cash-in on the 
occasion. That combination of 
orange and reddish-brown choco- 
late works wonders on a Hallo- 
we'en piece. Make a batch of 
nougat of any kind and color and 
flavor it with orange and sprinkle 
nuts through it. With this as the 
center and a layer of caramel on 
top and at the bottom of it, this 
makes an attractive candy for a 
Hallowe'en box. Another touch 
which will add the holiday atmos- 
phere of the season and will make 
a hit with the youngsters is the in- 
clusion of one or two pieces re- 
sembling pumpkins. 


Here’s a Novelty 
For Hallowe’en Boxes 

Take coconut dough and roll it 
into balls about one inch in diam- 
eter, crease the balls down to 
resemble the creases in a pumpkin, 
then dip the piece into thin orange 
colored bon bon cream so the 
creases will show through. Lay 








CONVEYORS 


Corrigan bulk dry sugar hand- 
ling and storage systems convey 
sugar from unloading point to 
storage and from storage to 
production. 


Improve production facilities 
Lower operation costs 


J. C. Corrigan Co., Inc. 
41 Norwood St., Boston 22, Mass. 
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these down from the bottom (with 
a two-pronged fork). Then take a 
little stiff cream, color it green, and 
roll it into a thin strip about the 
thickness of rye straw. Cut off in 
about 2-inch lengths and stick into 
the pumpkins for stems while the 
pumpkin cream is still soft, letting 
the stem lean in any natural shape. 
One or several of these little pump- 
kins in a Hallowe’en box will lend 
it atmosphere which is in keeping 
with the season and will give nov- 
elty to the assortment. And most 
important, it is good to eat along 
with the other candy. 


Some of these little novelty items 
are, of course, a lot of trouble for 
the candy maker. Their value, in 
addition to creating novelty for the 
package, is that in the purchaser 
they arouse a feeling of pleasure 
over the thought that a confec- 
tioner will go to such extra trouble 
for his customers. Another thing, 
such novelty items often give to the 
purchaser ideas for special-occasion 
candy, which in turn may mean 
larger orders for novelties to be 
used for parties, etc. These large 
novelty orders are always money- 
makers. 











CHOCOLATE COATINGS 


We will be pleased to have your request for 
samples and information. Address: Dept. C 1 


AMBROSIA CHOCOLATE COMPANY 
MILWAUKEE, WISCONSIN 


Celebrating 60 Quality Years 
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for flavors 





for more! 


GIVAUDAN FLAVORS have provided keys to 
sales success for many manufacturers—of confec- 
tions, ice creams, soft drinks, baked goods, pud- 
dings, cordials and other products. 

Our chemists and flavor experts have developed 
a complete, quality line of basic flavor materials, 
natural fruit flavors and imitation flavors to meet 
every need. They will gladly help you select the 
right flavors for your products...or work closely 
with you to develop distinctive individual flavors 
to meet your special requirements. 


iran flag 


330 West 42nd Street, New York 36, N. Y. 


Branches: Philadelphia - Boston + Cincinnati + Detroit 
Chicago + Seattle - Los Angeles + Toronto 
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Halloween Specialty 


Pepcorn-Ball Goblins 


Pop good fresh popcorn of highest quality and with 
it make small popcorn balls in the usual manner. Place 
these small balls on pop sticks and dip the top of the 
ball in chocolate fondant or chocolate caramel. Set 
the balls down on the top side (opposite to stick) so 
the top will fatten out. Then put dabs of chocolate 
on the front (or “face” ) side to indicate eyes, nose and 
mouth. Wrap each “goblin” in cellophane and display 
in window with other Hallowe'en candies or in the 
counter showcase. The balls should sell for about a 
nickel. Black hard candy rolled in a cone shape can 
be used to top off the goblin with a witch’s hat. 

Display: Since this is an item which has appeal for 
one day only, its display in the window will depend 
upon how your Hallowe'en window is planned. How- 
ever, because the “goblins” are nothing more than 
glorified pops, they will fit in almost any place, 
whether you feature a Hallowe’en window or not. 
Many novel ways of showing the pops will occur to 
the experienced candy merchandiser. 


Calendar 


October 10-13—National Automatic Merchandising Association 
Convention and Exhibit, Washington, D. C. 

October 13—Buckeye Candy Club dinner meeting, Hotel 
Deshler-Hilton, Columbus, Ohio. 

October 14—New York section of American Association of 
Candy Technologists monthly meeting, Busto’s Restaurant, 
11 Stone Street, Manhattan at 6:30 p.m. 

October 16—Sweetest Day. 

October 18-19—Boston Conference on Distribution, Hotel Stat- 
ler, Boston, Mass. 

October 19—Candy Executives Club Buyers’ Symposium, St. 
George Hotel, Brooklyn, N. Y. 

November 16—Candy Executives Club birthday party, St. 
George Hotel, Brooklyn, N. Y. 


1955 Convention Schedule 

June 5-10—National Confectioners’ Association, Conrad Hilton, 
Chicago, Ill. 

July 13—Southern Salesmen’s Candy Club, Hotel Roanoke, 
Roanoke, Va. 

July 14-15—Southern Wholesale Confectioners Association, 
Hotel, Roanoke, Va. 

July 16-19—Metropolitan Candy Brokers’ Association annual 
exposition, Hotel Commodore, New York, N. Y. 

July 31-August 4—National Candy Wholesalers Association, 
Sherman Hotel, Chicago, IIl. 





Peter Paul has made 
some radical changes in 
their packages of Wal- 
nettos. The wrapped car- 
amels have been reduced 
in weight from about 96 
count per pound to about 
139 per pound. The new 
style boat is longer and 
slimmer and contains 12 
caramels, weighing 13 ozs. The older larger boat 
contained 10 caramels and weighed 124 ozs. The 
flat package was discontinued in 1951. 
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Helpful Books for Candy Plant Executives 





Profits Through Cost Control 
for 

Manufacturing Confectioners 
by Frank Buese and Eric Weissenburger 


This booklet is a compilation of five articles which 
appeared in The Manufacturing Confectioner dur- 
ing the last two years. This material deals with the 
problems of cost control in candy plants, including 
planning for profit, controlling material costs, labor 
costs, distribution costs and overhead costs. The 
emphasis is on planning operations so that a profit 
will be made, and in detecting those factors which 
will adversely affect profit before they can seriously 
cut the planned profit. 





A Textbook on Candy Making 


by Alfred E. Leighton 


Here is a textbook where the reader can learn the 
basic fundamentals of candy making, the “how” 
and “why” of the various operations in non- 
technical terms. Particular attention is given to 
the function of raw materials, and why each is 
included in a formula. 


[_] How to Salvage Scrap Candy a 





How to Salvage Scrap Candy 


by Wesley H. Childs 


This booklet is a complete revision of the author's 
work “Modern Methods of Candy Scrap Re- 
covery” published in 1943. A considerable amount 
of information has been collected since that time 
on methods and techniques of salvaging scrap 
candy. This booklet covers all types of candy, and 
gives many practical and economical ways of con- 
verting scrap candy into a useful form for re-use. 





Choice Confections 


by Walter Richmond 


This new book contains 365 formulas for making 
two batch sizes, one for hand work and one for 
machine work. There are instructions for each 
batch, with suggestions as to the methods of 
coloring and flavoring for variety. A glossary is 
included, both of candy and chemical terms. All 
of the formulas are cross indexed, and a complete 
chapter is presented on chocolate. 


The Manufacturing Confectioner 


$2.00 Publishing Company Date..... ssieiuah aimee 
418 N. Austin Blvd. 


[_] Choice Confections 


Oak Park, Illinois 


$7.50 Gentlemen: 
(Pregublication price) ys ned peg ane a a hn to cover the cost of the books 
[_] A Textbook on Candy Making WOES. . 0 ccbeteakelancdbiniek te Pe neksd cctcnes one 
$6.00 Sie... .... piaaectie crane bastaan rake etch 
[_] Profits Through Cost Control CAE 2... cetaalleicicntnnre dbpaktesatnhamaee tems, ne. 
$2.00 Gily.......:. Mekiecaeeeeasns Zone ...... Re eae ee 


for October, 1954-rr . 








= SSS 





B U Ss H ™ Manufacturing Chemists 


Since 1851 we have specialized in the distilla- 
tion of Essential Oils and the manufacture of 
Flavoring Materials and Food Colors, and over 
this long. period have established and main- 
tained a world-wide reputation for Quality. 


SOME OF OUR SPECIALTIES 
IMITATION PINEAPPLE FLAVOR 4253 


One of our outstanding specialties, imparting the 


character of the true fruit, a real fresh pineapple 
flavor. 


IMITATION COCONUT FLAVOR 4127 
Accurately reproduces real coconut flavor. For all 
types of candy; a necessary ingredient wherever 
coconut is used; particularly valuable for reinforc- 
ing the flavor of shredded coconut. 

IMITATION JAMAICA BANANA FLAVOR 


This preparation gives the flavor and aroma of the 
ripe red Banana to a remarkable degree. 


— Write for Samples and Full Directions — 


W. J. BUSH & CO. 


INCORPORATED 
19 West 44th St. New York 36, N. Y. 





Chicago, IIl. National City, Calif. 

















yin ehoeolate codlung 


FR S ie 





Page 64 





Confectioner’s 
Briefs 





Herbert Knechtel well known 
figure in the candy industry and 
until recently associated with 
Marshall Fields & Company has 
joined the executive staff of 
DeMet’s, Inc. He is in full 
charge of the DeMet’s plant in 

: Chicago. Malcus Weis has been 
promoted Assistant to the Chairman of the Board. 


The Chicago section of the American Association 
of Candy Technologists have announced their 
meetings scheduled for the next two months. The 
subject of their meeting on October 19, 1954 will 
be “Dietetic & Diabetic Foods”. Professor P. H. 
Tracy, University of Illinois, Dept. of Food Tech- 
nology, Mr. F. K. Thayer, Abbott Laboratories, 
and Mr. Carl Pratt, of Atlas Powder Company, 
will speak. “Interpretation of Latest Food Laws, 
Legal Aspects of Dietetic Foods & Latest De- 
velopments in the Food & Drug Laws” will be 
discussed on November 16, 1954 by Mr. Albert I. 
Kegan, Attorney at Law. 

All meetings of this association are open to any 
interested candy men. For information and reser- 
vation contact Mr. Edward Heinz, Foods Material 
Corp., Chicago, Illinois, Virginia 7-1126. 





Deran Confectionery Company and Walter Baker 
Chocolate Div. have each purchased 30,000 lbs. of 
butter at 25¢ per pound from the USDA for use 
in extending cocoa butter. Total under this pro- 
gram 1,000,000 pounds. 


Pasquale Margarella, veteran candy manufacturer 
of New York, will be honored by the Association 
of Manufacturers of Confectionery and Chocolate, 
Tuesday, October 15, 1954. In September of this 
year Mr. Margarella completed 50 years of candy 
making with his own company. 


The Western Candy Conference of 1955 is in the 
planning stage under General Chairman Edward 
Pearson. Mr. Pearson announces the following 
convention committee appointments. Neil Mc- 
Daniel of MacFarlane’s Candies of Oakland, Calif. 
has been named Regional Chairman for Northern 
California. Alvin Brown of Rogers Candy Com- 
pany of Seattle Regional Chairman for the North- 


_ west, and R. Neil McDonald of Mrs. J. G. Mc- 


Donald Candy Company of Salt Lake City as 
Regional Chirman for the Mountain States. War- 
ren Watkins of Warren Watkins Candies of Los 
Angeles has been named Program Chairman and 
ex-officio a member of the committee. Conference 
dates are set for February 24 and 25, 1955, in 
Los Angeles, Calif. at the Ambassador Hotel. 
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LATINI’S LATEST PROFIT MAKER 


Latini Die Pop Machine With 
Continuous Wrapping Attachment 
You can now make and wrap pops in a con- 


tinuous operation—and they’re not just pops 
—they’re LATINI DIE POPS. 


200 wrapped Die Pops per minute require only 
one operator: the spinner. 


The wrapped pops go right through for cool- 
ing, then packing. 


There is no handling, chipping, breaking, etc., 
which all means dollars and cents to you. 


In addition, the sandwich wrap saves cello- 
phane—uses about 50% of other type wraps. 


It All Adds Up to Profits with a Quality Item. 





Latini Die 


With Continuous Wrapping Attachment 





Pop Machine 
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The Latini Sander 


Guaranteed to properly sand 
the full output of a mogul! 
Enlarged steaming chamber. 
Non-corrosive metals wher- 
ever steam and sugar meet. 


Batch Mixer 


kneads the candy the 
as by hand. 
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Latini Revolving Pan 
Unusual Bowl shape permits 10 to 15% 
larger charges, alone paying for pan 
in a short time. Sanitary and sturdily 
built for a long, silent life. 


John Sheffman, Inc. 


a 





) Berks Hard Candy 





Hontz Cluster Machine 


Fully automatic, uniform cluster, up to & 
1,600 pounds per hour. Only part-time 
attention of enrober man 
hopper is filled. 












Hard Candy Cooker 
Up to 2,000 Ibs. 


The Berks mixer incorpo- 
rates color and flavor and 


same p 
man’s Cooker. 


to see that 


152 WEST 42nd STREET 
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Hohberger Continuous 


per hour. 
Simplified controls. A candy- 








Hohberger Continuous 
Cream Machine 


Up to 2,000 pounds per hour 
of straight sugar fondant 
with proper doctoring or any 
amount of corn syrup. 


Hohberger 
Continuous 
Hard Candy 
Cutter 

Waffles, pil- 
lows, chips, 
or straws. 
Up to 150 
feet per 
minute. 
Perfect seal- 
ing on filled 
pieces. 


NEW YORK 36, N. Y- 
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Supply Field News 


Walter Baker Chocolate has appointed as bulk 
marketing representatives the following firms: 
The Wyman Foorman Company of San Fran- 
cisco, Calif. for the Northern California area. 
The Butler-Clark Company of Los Angeles, Calif. 
for the Southern California area. The Hekman- 
Meeter Company of Grand Rapids, Michigan for 
the state of Michigan. These firms will handle 
the sale of bulk chocolate and cocoa products of 
this firm. 








The Robert Bacon Company of Newton, Mass., 
has been appointed New England representative 
for the Triangle Package Machinery Company. 


Frits Polak, 39, president of Polak Frutal Works 
of Middletown, New York, was killed in the crash 
of the KLM airliner in Ireland September 5th. 
Mr. Polak was in Holland attending the 40th 
anniversary of the founding of the Polak firm 
there. Mr. Polak had been with the firm over 20 
years and was just named president of the New 
York firm last January Ist. 


Charles D. Meylan has joined the staff of Fred 


———1§$. Carver, Inc. as Engineering Technician. Mr. 





with PENFORD 
CORN SYRUP 


because: 






@ Uniform quality is 
assured due to high pro- 


duction standards. 











Meylan was formerly employed at the Wilbur- 
Suchard Chocolate Company as Assistant Plant 
Engineer. He was trained by Chocolate Suchard 
S. A. in Europe and was sent to the Wilbur- 
Suchard plant in 1946 because of his knowledge 
of plant engineering. Mr. Meylan will work in 
the laboratory of the Carver firm on research on 
| Various phases of manufacture and handling of 
cocoa butter, cocoa and chocolate. 





} 
_Ambrosia Chocolate Company recently announced 
|some changes in their sales force. Mr. William R. 
O’Donnell, Los Angeles, will now represent Am- 
'brosia on its complete line of products in the 
| California, New Mexico and Arizona markets. Mr. 
| J. W. Lind, Portland, Oregon, is now representing 
| Ambrosia on its entire line in Washington, Oregon 
‘and Western Idaho. Mr. Kirschenbaum, Maple- 
| wood, New Jersey, will now carry the complete 
| Ambrosia line in Maryland, Delaware, Northeast- 
'ern Virginia, Eastern New York, New Jersey and 
Boston, as well as metropolitan New York. Mr. 
| Jack Key, College Park, Georgia, will now travel 
New York, South Carolina and Southwestern Vir- 
| ginia as well as the former southern territory he 
has covered for many years. All of the above 
men have been with Ambrosia for several years, 
and are getting additional lines and territories 
as noted. Mr. Milton H. Woodhouse, who has been 
|a member of the Ambrosia organization for many 
'years, has been appointed to the sales force in 
'the Chicago area. 








TRUTASTE 
FLAVORS. 





KASKA CONCENTRATED 
CITRUS OILS 


NN, BUSLEE & WOLFE, INC. 
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» ++ provides 
unsurpassed control 
and operating economy 


Melts, cools, conditions, and pumps 
For BLOCK coatings the Greer Conditioner coatings to points of usage within 
10 minutes from start-up — auto- 
—_ matically. Two models, 450 and 

1000 pounds per hour. 


















































Cools, conditions, and pumps coat- 
For LIQUID coatings the Greer Cooling Tube ings to points of usage within 10 
minutes from start-up — automati- 
NaS ae cally. Two models, 2000 and 4000 
pounds per hour. 
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Can your handling system match these advantages? 


Advance preparation of coatings no longer pounds per hour of coating from 110° to 90° with 
necessary. Users confirm saving up to one hour but 5.9 gallons per minute of 70° water. Com- 
daily in start-up time. Results prove rapid Greer parable savings at other production rates and 
thin-film cooling produces dependably uniform temperatures. 
coatings completely free of unstable crystals. Completely closed system meets highest 

Here’s real operating economy. Cool 2000 sanitary standards. 


Whether you machine coat, deposit, or hand dip, write us for details. 
Actual installations gladly demonstrated upon request. 


J. W. GREER COMPANY 


WILMINGTON, MASSACHUSETTS 
Sales Engineering Offices: New York, N. Y., Chicago, Ill., San Francisco, Calif. 
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your assurance 
of uniform quality 
honestly priced 


Cc } 
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HOOTON 


chocolate coatings 





liquors and cocoas 


HOOTON CHOCOLATE CO. 


NEWARK 7 NEW JERSEY 

















SHELLED PECANS 
EASTERN BLACK WALNUTS 


Now Sunsleniyed htt 


for your added protection. A 
process to destroy insect eggs 
and reduce bacteria and mold 
spores to negligible quantities 
when packed. 


For prices and terms, 
see your local Funsten broker or write: 


R. E. FUNSTEN CO. 


1515 Delmar, St. Louis 3, Mo. 
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Confectionery Brokers 





Atlantic States 


Mountain States 





HERBERT M. SMITH 
318 Palmer Drive 


NO. SYRACUSE, NEW YORK 
Terr.: New York State 





BUSKELL 
BROKERAGE CO. 
1135 East Front Street 

RICHLANDS, VA. 


Contact Wholesale Groceries, Candy 
Jobbers and National Chains 
Terr.: Va., W. Va., Eastern Tenn., 
and Eastern Kentucky 





JIM CHAMBERS 
Candy Broker 
84 Peachtree Street 
ATLANTA, GEORGIA 
Terr.: Ga., Ala., and Fla. 





WM. E. HARRELSON 


Candy & Allied Lines 
5308 Tuckahoe Ave.—Phone 44280 
RICHMOND 21, VIRGINIA 
Terr.: W. Va., N. & S. Car. 





ROY E. RANDALL CO. 


Manufacturers’ Representative 
P. O. Box 605—Phone 7590 


COLUMBIA 1, SO. CAROLINA 
Terr.: No. & So. Carolina 
Over 25 years in area 


JERRY HIRSCH 


Manufacturers’ Representative 
Candy and Specialty Items 


4111 E. 4th St. 
TUCSON, ARIZONA 


Territory: Arizona, New Mexico 
El Paso, Texas 





G & Z BROKERAGE 
COMPANY 


New Mexico—Arizona E] Paso 
County Texas 


P. O. Box 227 ALBUQUERQUE 
N. Mex. 


Personal service to 183 jobbers, 

super-markets and department 

stores. Backed by 26 years ex- 

perience in the confectionery field. 

We call on every account person- 

ally every six weeks. Candy is 
our business. 





KAISER MICHAEL 


Broker 


Manufacturers’ Representative 
“World’s Finest Candies” 


911 Richmond Drive, S. E. 
ALBUQUERQUE, NEW MEXICO 


Terr.: New Mexico, Arizona & El 
Paso, Texas area 





Pacific States 








SAMUEL SMITH 
2500 Patterson Ave. Phone 22318 
Manufacturers’ Representative 
WINSTON-SALEM 4, N. CAR. 


Terr.: Virginia, N. Carolina, 
S. Carolina 





East Central States 





BERNARD B, HIRSCH 


4442 N. Weodburn St. 
MILWAUKEE 11, WISCONSIN 
Terr.: Wis., Ia., Ill. (excluding Chi- 
cago), Mich. (Upper Penn.) 





FELIX D. BRIGHT & SON 
Candy Specialties 
P. O. Box 177—Phone 8-4097 


NASHVILLE 2, TENNESSEE 
Terr.: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisiana 





H. K. BEALL & CO. 
308 W. Washington St. 


CHICAGO 6, ILLINOIS 
Phone STate 2-6280 


Territory: Illinois, Indiana, 
Wisconsin 


25 years in the Candy Business 





West Central States 











JAMES A. WEAR & SON 
P. O. Box 27 
BALLINGER, TEXAS 
Territory: Texas 


MALCOLM S. CLARK CO. 


14874 Valencia St., 
SAN FRANCISCO 10, CALIF. 
953 E. Third St., 

LOS ANGELES 13, CALIF. 
1726 W. 60th St., 
SEATTLE 1, WASH. 
3014 N.E. 32nd Ave., 
PORTLAND, ORE. 
Terr.: 11 W. States & Hawaii 





LIBERMAN SALES 
COMPANY 
1705 Belmont Avenue 
SEATTLE 22, WASHINGTON 
Liberman Cliff Liberman 
Terr.: Wash., Ore., Mont., Ida., 
Utah 


- 





HARRY N. NELSON CO. 
112 Market St. 
SAN FRANCISCO 11, CALIF. 
Established 1906 
Sell Wholesale Trade Only 
Terr.: Eleven Western States 





RALPH W. UNGER & 
RICHARD H. BROWN 
923 East 3rd St. 

Phone: Mu. 4495 
LOS ANGELES 13, CALIFORNIA 


Terr.: Calif., Ariz., N. Mex., 
West Texas & Nevada 
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MACHINERY FOR SALE 


POSITIONS WANTED 











HELP WANTED 














FOR SALE 
Model S #3 Savage Fire Mixers. 
50 a Model F-6 Savage Tilting 
ers, copper or stainless kettle. 
200 Ib. Savage Flat Top Marshmal- 
low Beaters. 
Merrow Cut-Rol Cream Center 


Machine. 
gett, cylinder Werner Cream 


1000 Ib. Werner Syrup Cooler. 
200 Ib to 2000 Ib. Chocolate Melters. 
Simplex Gas Vacuum Cooker. 
Simplex Steam Vacuum Cooker. 
600 Ib. Continuous Vacuum Cooker. 
Form 6 and Form 3 Hildreth Pullers. 
6’, 7’ and 8’ York Batch Rollers. 
National Model AB Mogul with late 
type depositor, stainless hopper. 
Bostonian Friend Hand Roll 


Machine. 
Standard “Werner Automatic Ball 
Machin 


e. 

We guarantee completely rebuilt. 
SAVAGE BROS. Co. 

2636 Gladys Ave. Chicago 12, Ill. 











FOR SALE: Forgrove 42-B for % x % 
x 5/16 piece. Excellent condition. 
Hudson-Sharp Box Wrapper, 43/16 x 
1% x 13/16, a. for Wax paper or cello- 
phane, electric eye. Box 944, The pee 
UFACTURING CONFECTIONER. 


FOR SALE: 1 Merrow Cut-Rol Ma- 
chine, very good working order, 
complete with motor. Instant Fondant 

e. Simplex Gas Fire Cooker 


CONFECTIONER. 





PAN ROOM SUPERINTENDENT fa- 

miliar with all phases of this type 
—— ———- _ —— 
panned candies and chew gum. Can 
take charge of established factory or 
install best type new equipment for 
company looking to expand in new 
field. Record of many years’ successful 
operation. — for interview at 
once. Box 843, The MANUFACTUR- 
ING CONFECTIONER. 





EXPERT TECHNOLOGIST, foreman 
in all types candy and chocolate pan 
line including M&M _ candy chiclet 
gum and ball gum. This includes pro- 
duction —_ —— to finish. Also 
specialize in bubble gum base. I will 
teach gum base manufacture any- 
es including foreign countries. Box 
The _ ACTURING CON- 
FECTIONE 





WORKING FOREMAN to take charge 
of Cream Department. Needed at 
once, also a Mogul Man. Apply: SISCO- 
HAMILTON CO., 514 So. Loomis St., 
Chicago 7, Ill. Tel: MO 6-7034. 





MISCELLANEOUS 














MACHINERY WANTED 











WANTED: A GH2 Package Machinery 

com) Ay ing machine. Box 947, 
The FACTURING CONFEC- 
TIONER. 





WANTED TO PURCHASE Cocoa But- 

ter Press, 2,000 pounds capacity per 
hour up to 10% extraction, also Cocoa 
Bolter, same capacity—to a finest of 
300 mesh. Give full particulars as to 
age, condition and price. Box 1044, The 
MANUFACTURING CONFECTIONER. 





FOR SALE: Hohberger Continuous 
Cream Machine, large dome, latest 
type; 24” Enrober gS U. S. Automatic 
Carton Fillers. Box The MANWU- 
FACTURING CONFECTIONER. 


FOR SALE: Simplex Mey ea Cream 

Cooler with two 5’ Ball Bea ; 300- 
Ib. Racine Melters; Dubin ae Savage 
Caramel Cutters, practically new. Box 
1041, The MANUFACTURING CON- 
FECTIONER. 


FOR SALE: Complete Marshmallow 
mfg. equipment. x 145, The MAN- 
UFA G CONFECTIONER. 


FOR SALE: Heavy duty Model S3 

gear driven Savage Fire-mixer, both 
single and double action. Excellent 
condition. Reasonably priced. Box 841, 
a CONFECT- 











HELP WANTED 














CLASSIFIED ADVERTIS- 
ING is designed to aid the candy 
man in finding a market for or 
source of used equipment, serv- 
ices and miscellaneous items. In 
replying to ads address: Box 
Number, The Manufacturing 
Confectioner, 418 N. Austin 
Blvd., Oak Park, Illinois. 
Minimum insertion is 3 lines, 
at 35c per line, 70c for bold face; 
not subject to agency discounts. 
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REPRESENTATIVE WANTED to 
handle line of starch trays on com- 

mission basis. Box 243, The MANU- 

FACTURING CONFECTIONER. 





CANDY MACHINERY SALESMAN 
WANTED: Knowledge of production 
and some familiarity with industry 
desirable. Some trave Give back- 
und and ence in strictest con- 
dence. Box 147, The MANUFACTUR- 
ING CONFECTIONER 





OPPORTUNITY FOR DRAFTING 
ENGINEER with experience in choc- 
olate and candy manufacturing by 


mid-west machine manufacturer. 
Box 942, The FACTURING 
CONFECTIONER. 





REPRESENTATIVES WANTED for a 
line of popular molded chocolate 
novelties. Attractive molded figures 
available for Valentine, Easter, Hallo- 
we’en, Thanksgiving and Christmas. 
This line does not conflict with box or 
bulk chocolate lines. If you are c 
on department stores and better candy 
outlets, this is a chance to earn extra 
commissions. A few territories still 
open. Write at once to Box 1042, The 
MANUFACTURING CONFECTIONER. 


FOR SALE: CANDY PLANT, 
building, good location, well equipped, 
clean, spacious kitchen, starch room, 
enrober room, packaging and sales 
room. Has capacity for producing 
quality merchandise in large quantity. 
Ample parking area. Located near Los 
Angeles, California. Box 1748, The 
MANUFACTURING CONFECTIONER. 


EXCLUSIVE TERRITORIES AVAIL- 

ABLE—Line of colorfully embossed 
Duth metal containers. Perfect for 
year round gift and holiday packaging. 
Excellent commission. DAHER COM- 
PANY, Tag Pearl Street, New York 38, 





New Yi 





FOR SALE: Small Candy Manufactur- 
ing business. Operating steadil 
years. Manufacturing primarily hich 

quality chocolates in Lancaster, Penna. 
cellent outlets. Priced reasonably to 

= a has other interests. 
1043, The MANUFACTURING 
CONFECEIONER. 





WANTED 


SUGAR 


Soiled or Off-Grade 
Out-of-Condition or Lumpy 
ALSO 
Hard Candy Trimmings 
and Sweepings 


For use in “non-edible products.” 
Advise price and quantity available. 


O. W. Meyer, Napoleon, Ohio 








WE BUY & SELL 


ODD LOTS « OVER RUNS + SURPLUS 





SHEETS*ROLLS*-SHREDDINGS 
Cellophane rolls in cutter boxes 106 ft. er more 
ALSO MADE OF OTHER CELLULOSE FILM 





Wex - Glassine Bags, Sheets & Rolls 


Tying Ribbons—All Scotch Tape 
Colors & Widths Clear & Colors 


Diamond “Cellophane” Products 
Harry L. Diamond obert L. Brown 
“At Your Serer 


74 E. 28th St., Chicago 16, Tlinois 
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INDEX TO ADVERTISERS 


In The MANUFACTURING CONFECTIONER 


Advertisements of suppliers are a vital part of the industrial 


ublication’s service 


to its readers. 
The following firms are serving the readers of The MANUFACTURING CONFECTIONER by 


placing their advertisements on its pages. The messages of these suppliers are certainly 
the literature of the industry. 


a part of 


Advertising space in The MANUFACTURING CONFECTIONER is 
available only to firms supplying equipment, materials, and services 


for the use of confectionery manufacturers. 


confectionery products is not accepted. 


Ambrosia Chocolate Company.... 61 
American Food Laboratories. 


RESP peer ae deem 2nd Cover 
American Sugar Refining Co....... 21 
Anheuser-Busch, Inc..............- 7 
SG SE Moc cwaesnenses «a3 3 
The Best Foods Co............-++- 16 
Blanke-Baer Extract and 

Preserving Co. .......-+.--- June 54 
Burke Products Co......------ June ’54 
W. J. Bush & Co.......--.--s+s00- 64 
California Almond Growers 

Bexchange ... 0: scccscccsssccecs 17 
Clinton Foods, Inc. ...-.-.--.-- Sept. ’54 
Dodge & Olcott, Inc.....--..--++--- 22 
E. F. Drew Co., Inc. ............- 19 
Durkee Famous Foods ....... Sept. 54 
Felton Chemical Company, 

De: | Vib pCR ETE RE C6 Red S'0 0 0 bS— 0 08 6 
Florasynth Laboratories ...... June ’54 


x * * 
RAW MATERIALS 
Food Materials Corp. ........-. June ’54 
Fritzsche Brothers, Inc. ........... 7 
R. E. Funsten Company .......... 68 
Givaudan Flavors, Inc............. 62 
Gunther Products, Inc......... July ’54 
Hooton Chocolate Co............-. 68 
Hubinger Co., The ........... Sept. ’54 


Walter H. Kansteiner Company... 53 


Kohnstamm, H., & Company, 
he Re re 3rd Cover 


Merckens Chocolate Company, Inc. 8 


National Aniline Division, Allied 
Chemical & Dye Corpora- 
BET inthis Was ty Kaiewes 04'sle i August ’54 


Nestle Company, Inc., The........ 64 
Neumann, Buslee & Wolfe, Inc.... 66 


Norda Essential Oil and Chemical 
Company, Inc. ....... Fourth Cover 


Advertising of finished 


The Nulomoline Div. American 


PRODUCTION MACHINERY AND EQUIPMENT 


American Chocolate Mould... June ’54 


Bramigk & Co., Ltd.......... Sept. ’54 
Burrell Belting Co............ Sept. ’54 
Fred S. Carver Inc. .........-. June ’54 
Cincinnati Aluminum Mould 

Case ddineh cache ak ss cede Sept. ’54 
Cocrigam, 3. Gi; Taree... vid. oc cco ee 61 
Geveke and Co., Inc............... 47 
Greer, J. W., Company.........-.. 67 
“ee eee 59 


Hamilton Copper and Brass 
Works 


eda badapwd O 8a pare Sept. ’54 

Lehmann, J. M., Company, 
Se hoe neues oe CUNOR Reese od Sept. ’54 
De EP eerie 52 
Mill River Tool Co........... Sept. ’54 


Niagara Blower Company. ...Sept. ’54 


Racine Confectioners’ Machinery 
MG. chs cnbtieihea diene ask 6a aamcee * 6 56 


PACKAGING SUPPLIES AND EQUIPMENT 


American Decalcomania 


COORG iii 8 se. 0. TE Sept. ’54 
Amsco Packaging Machinery, 

1 A pe er og > 44 
Atlantic Plastics Co., Inc.......... 32 
Battle Creek Packaging Machines 

BR: ) ce eN as we 40s Cebeh awe. Fos dees 30 
Champion Bag Company......... 42 
Cooper Paper Bag Corpora- 

GR a Sf 3: ae 48 
Daniels Manufacturing Co......... 31 
Diamond “Cellophane” Products... 69 
Dixie Wax Paper Co.............-. 50 
Dow Chemical Co., The ........... 29 


Exact Weight Scale Company Sept. ’54 
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The Foxon Company............. 48 
ee ee eee ee 49 
ON Ro Sy Se 45 
Hinde & Dauch.............. Sept. ’54 
Hudson-Sharp Machine Co........ 41 
iy i I 6s 045 0 08 '0.4:0's 40 on Aoi 46 
Ideal Wrapping Machine Company 46 
mae? Comees Corps»... 65. cecee. 43 
Lynch Corporation, Packaging 
Machine Division................ 48 
Se ee August ’54 
Package Machinery Co............ 28 


cnc co ance bp omc ehee cae 58 
Penick & Ford, Ltd., Inc......... 66 
Piiser, Coes. @ Coa. Ime......... 15 
ag Syrups & Sugars, 

EER Ran Cees bale Rewadad oan oe 13 
ON SIE 6 v0.5.5 2 we vec cccesiaes 58 
Staley, A. E., Mfg. 

eB eee eee Sept. 54 
BN, Bi en os encase 54 
Sunkist Growers ...............e0. 18 
Sunripe Cocoanut Co.......... June ’54 
Union Starch & Refining 

a ss winds oo Saves eves Sept. ’54 
Van Ameringen-Haebler, 

i hos Sek. dete cenes eh oe 14 
White Stokes Company....... June ’54 
Wilbur-Suchard Chocolate 

Campaeiy, ame, .-........- August ’54 
I INS ERs ch. dy cane ncdcle enka 53 
Schultz-O’Neill Co............ Sept. 54 
Sheffman, John, Inc................ 65 
Standard Casing Co., Inc., The... 52 
OM, GU a CRs ko sicnccees 8 
The Triumph Mfg. Co....... Sept. ’54 
Vacuum Candy Machinery 

Mk Ni Aih, <p alawinwed hui'ylnheeee0 400s e 56 
Voss Belting & Specialty 

ME ihe aa ch tbe ee oop ieee & dan Sept. ’54 
Peters Machinery Co. ..... August ’54 
Rhinelander Paper Company...... 49 
Riegel Paper Corporation.......... 38 
Self-Locking Carton 

REE Sa ccccsessvcccce August ’54 
Stokes & Gates Co....-......-...: 33 
Sweetnam, George H., 

(eel gtr acy ty 6, Ye ee ae 45 
i ee ek 41 
Tompkins’ Label Service......... pe) 
Triangle Packaging Machinery 

a - 64 ee eee SSMS. sae es co cueck 43 
Visking Corporation .............. 35 
The Woodman Company, Inc...... 34 


THE MANUFACTURING CONFECTIONER 






































RUBE GOLDBERG’S SPECIAL COLORING PROCESS 


FROG(A) LEAPS FOR BUG (B), RELEASING JACK-IN-THE BOX (C) AND CAUSING HAND (D)TO 
RING BELL(E) WHICH STARTS PRIZE FIGHT(F)-FIGHTER(G) IS KNOCKED OUT OF RING, 
HITTING ELECTRIC SWITCH(H) WHICH TURNS ON STOP LIGHT (I)-FOOD EXPERT (J) HOLDS 
DISH OF FOOD(K)IN FRONT OF LIGHT GIVING FOOD DESIRED COLOR. 


For an easier way... use Kohnstamm’s Colors. 


FIRST PRODUCERS OF CERTIFIED COLORS 


Ht) RL OnniSTARIN & COMPANY Enc. 
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69 PARK PLACE, NEW YORK 7 - 11-13 E. ILLINOIS ST., CHICAGO 11 + 4735 DISTRICT BLVD., LOS ANGELES 11 
BRANCHES IN OTHER PRINCIPAL CITIES OF THE U.S.A. AND THROUGHOUT THE WORLD 








— If your Raspberry 









che’ll buy 


«. 


someone elge’e fat. 


NORDA Havore don't fade out, 
... always come to NORDA 


Is your gelatin guilty? When a woman uses your 
gelatin mix, does the flavor grow pale as she prepares 
it, so there’s no taste when the gelatin’s eaten? Use 
Norda Flavors. The flavor stays true. Prove it by sending 
your business letterhead for free samples to try and test. 





Use a Norda "‘Favorite to Flavor It’’ 





Norda, Inc., 601 West 26th Street, New York 1, N. Y. 


Chicago * Los Angeles * San Francisco * Montreal * Toronto * Havana * London * Paris * Grasse * Mexico City 





